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Abstract 
Food is an important topic in the field of tourism, and has also been studied in many other 
disciplines. While most tourism literature considers food as an important motivating factor to travel, 
researchers such as McKercher, Okumus, and Okumus (2008) have suggested that the methods used 
to study food tourists do not examine the reasons for travel; instead they provide only tenuous 
causal relationships between actions (visiting a food destination) and motives (wanting to eat food). 
Thus, a more holistic approach to studying food tourists is required to better define the relationship 
between tourists’ motivation to travel to a destination and their participation in food-related 
experiences. Therefore, this study examines the vacation decision-making of a group of Slow Food 
members with a high interest in food in terms of how they select their vacation destinations and 
their activities in those destinations. 
 
Vacation decision-making is a complex process with different stages. Of the different decision- 
making models available to study this process, the FLAG (fits-like-a-glove) theory was adopted as 
the framework in this study. This model has a naturalistic approach that considers decision-making 
as a process, and that each individual’s decision is influenced by their past experiences (Woodside, 
2006). While many underlying variables influence decision-making, two that require further 
investigation are involvement and lifestyle.  
 
This study aimed to understand how food is important in the vacation decision-making of Slow 
Food members; thus, it examined Slow Food members’ destination activity preferences based on 
their involvement and lifestyle. The Slow Food movement is a non-profit foundation with over 20 
years of history and over 100,000 members in 150 countries around the world. The philosophy of 
Slow Food is based on acquiring ‘good, clean and fair’ food. “Good food is defined as being tasty 
and diverse, and produced in such a way as to maximise its flavour and connections to a geographic 
and cultural region. Clean food is sustainable, helping to preserve rather than destroy the 
environment, while fair food is produced in socially sustainable ways that emphasise social justice 
and fair wages” (Schneider, 2008, p. 390). 
 
In order to achieve its aim and objectives, the study adopted a mixed methods exploratory research 
approach. In Phase 1, 40 interviews were conducted with international Slow Food members from 
four continents to identify their vacation decision-making, food-related lifestyle, travel lifestyle and 
destination activity preferences. Data analysed in Phase 1 was used in the development of a 
destination activity preferences scale included in Phase 2. In Phase 2, an online survey of Slow 
Food members and an on-site survey of non-Slow Food participants were carried out. These surveys 
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collected 337 valid responses from international Slow Food members and 207 valid responses from 
non-Slow Food participants.  
 
Thematic analysis was employed to analyse the qualitative data collected in Phase 1 assisted by 
NVivo 9.2. In Phase 2, SPSS 19 and AMOS 19 were used to analyse the quantitative data. 
Statistical analysis, including descriptive statistics, factor analysis, one-way ANOVA, multiple 
regressions, two-way ANOVA and path analysis were used to test the relationships among the 
major variables related to involvement, lifestyles and destination activities. 
 
Findings from the qualitative data suggested Slow Food members had two stages of decision- 
making. In the first stage, members made their decisions about travel to a destination independently 
of food, with the availability or types of food unimportant in the process of deciding on their travel 
destination. However, when members arrived in the destination, they undertook a second stage of 
decision-making regarding the activities in the destination, with most members’ destination activity 
preference behaviour being associated with their Slow Food philosophy. Slow Food members 
showed preferences for certain food and travel activities that were related to ‘good, clean and fair’ 
food, and to slow tourism. 
 
The quantitative data analysis compared three involvement groups in Slow Food: high involvement 
(HI); low involvement (LI); and no involvement (NI). The results showed distinctive differences 
between Slow Food members (HI and LI groups) and non-members (NI group). Slow Food 
members shared similar interests such as buying good quality food products, a love of cooking and 
learning about local cultures. These interests coincided with Slow Food basic values and 
corroborated the findings from the qualitative data. On the other hand, non-Slow Food participants 
demonstrated more price sensitivity, preference for comfort travel and affinity for adventure.  
 
Overall, this study demonstrates that Slow Food members present consistency in their behaviour at 
home and in their destination. Although food was not an important motivator for Slow Food 
members to travel to a destination, when members arrived in the destination, their involvement in 
Slow Food, food-related lifestyle and travel lifestyle did influence their destination activity 
preferences, as they chose activities related to Slow Food core values. This thesis presents a 
different approach to the study of food and the decision to travel to a destination, and provides 
evidence that involvement in Slow Food, food-related lifestyle, and travel lifestyle influenced 
participants’ selection of destination activities. 
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CHAPTER 1 INTRODUCTION 
 
 
1.1  Background to the Study  
 
Food is an important element of the human experience, being vital for human survival as well as 
having a meaning and significance for individuals and societies beyond pure sustenance. The 
meaning of food is connected both to the body and to the land. There are considerations of beauty 
and health related to the consumption of food (Cooks, 2009). The tastes of different food, ways of 
eating, and access to particular food indicate an individual’s social position. Because of its meaning, 
food has individual and collective impacts on people that are behavioural, cognitive, psychological, 
and cultural (Fischler, 1988). Hence, food has both tangible and intangible meanings for human 
beings, and this is evidenced by the culinary systems and cultures that societies invent.  
 
Food culture has been defined as, “a culinary order whose traits are prevalent among a certain group 
of people” (Askegaard & Madsen, 1998, p. 550). The influence of food on each individual 
manifests at an early stage of life, with evidence demonstrating that immigrants change their food 
culture slowly compared to other elements of their lifestyle (O'Sullivan, Scholderer, & Cowan, 
2005). This highlights that food plays a core role for families and other groups in their 
communicational patterns and social rituals. Because of this central role, food consumption 
behaviour has been studied by different disciplines and in the field of tourism (Caplan, 1997; Kivela 
& Crotts, 2005; Telfer, 1996). 
 
It is axiomatic that every tourist needs to consume food in a destination, and food expenditure has 
been estimated at up to a third of total tourist expenditure in a destination (Hipwell, 2007; Kivela & 
Crotts, 2005). Food has also become a major factor in tourists’ travel experience (Henderson, 2009; 
Quan & Wang, 2004). Although it was once considered to occupy a secondary role in a tourist’s 
visit, the importance of food in tourism has become more significant over the past decades (Ignatov 
& Smith, 2006). Studies on travel to culinary destinations demonstrate the significant relationship 
between the food image of a place and a tourist’s intention to visit, as well as an increasing 
emphasis on food in the promotion of destinations (Ab Karim & Chi, 2010; du Rand & Heath, 
2006).  
 
2 
 
Food tourism can be segmented into ‘culinary’, ‘gastronomic’, ‘cuisine’, or ‘gourmet’ tourism, 
reflecting the view of consumers who consider their interest in food and wine to be ‘serious leisure’. 
The primary motivating factor for food tourists to travel is the opportunity to visit food-related 
institutions and events (Hall & Sharples, 2008, p. 6). For instance, gourmet tourists may travel to 
France or Italy in search of elite Western cuisine experiences, while gourmet package trips from 
Asian countries to Europe may include Michelin Star restaurants in their itineraries (Hjalager & 
Richards, 2002).  
 
A number of academic studies have focused on tourists who travel specifically because of their 
interest in food, that is, a special interest group searching for specific food experiences (du Rand, 
Heath, & Alberts, 2003; Kivela & Crotts, 2005; Lin, 2006; Meler & Cerovic, 2003). Studies of food 
tourists as a special interest group are increasing, since this cohort is considered to spend more, stay 
longer, travel with greater frequency, and participate in more activities than other tourists; hence, 
they offer an attractive target market for investigation (McKercher & Chan, 2005). 
 
Definitions of food tourism, gastronomy tourism, culinary tourism, tasting tourism and wine 
tourism differ in the importance of food (or wine) as a motivation to travel to a particular 
destination. For example, food tourism is defined as, “visitation to primary and secondary food 
producers, food festivals, restaurants and specific locations in which food tasting and/or 
experiencing the attributes of specialist food production regions are primary motivating factors for 
travel” (Hall & Mitchell, 2001 p. 308, italics added). Definitions for gastronomy tourism (Kivela & 
Crott, 2005, p. 42), tasting tourism (Boniface, 2003, p. 15), and gourmet tourism (Hall & Sharples, 
2008, p. 6) have also suggested that food is an important motivating factor for some tourists. 
However, when defining wine tourism, Brown and Getz (2005, p. 266) noted that, “[wine tourism is] 
a form of special-interest travel based on the desire to visit wine-producing regions or in which 
travellers are induced to visit wine-production regions and wineries in particular, while travelling 
for other reasons”. This suggests that wine may not be the primary purpose of travel to a destination. 
On the other hand, in the extant literature of tourist related studies, food tourists’ motivation to travel 
to destination place is commonly seen to be influenced by the desire to taste local food. 
 
Studies by McKercher and Chan (2005), and McKercher, Okumus, and Okumus (2008) proposed a 
different approach to most food tourism studies. McKercher et al. (2008) suggested that since eating 
food is a ubiquitous activity that every person engages in at any destination, it might not sufficiently 
constitute a special interest segment. McKercher et al.’s (2008) study showed that the method used 
in studying special interest groups was flawed. Typically, this method examined only the activities 
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of tourists in a destination and then drew tenuous causal relationships between action and motives, 
ignoring the fact that people might pursue a wide range of activities while they travel, some related 
to their trip purpose, but many unrelated. This method then cannot demonstrate a causal relationship 
between trip purpose and activities of tourists. For example, some food tourism studies have 
inferred that participation in food-related events indicated that the main motivation of these tourists 
to travel to the destination was for food, without asking tourists explicitly why they travelled to the 
destination. McKercher and Chan (2005) used an example of a tourist’s participation in a food event 
that was coincidental, as the tourist in question was attending a conference in the destination. 
 
Decision-making theories and consumer culture studies have indicated that the behaviour of tourists 
is influenced by personal characteristics and motivations (Arnould & Thompson, 2005; Decrop, 
2006). For instance, in Pearce’s (1991) travel career ladder, destinations were chosen according to 
the lifestyles, personality and motivational profile of each individual, with this pattern of personal 
characteristics included in many different decision-making models. The FLAG (fits-like-a-glove) 
decision model adopted in this current study is based on practice theory, and suggests that each 
individual’s decision is highly influenced by their past experiences (Allen, 2002). Based on FLAG 
theory, tourists’ travel decision to a destination and activity preferences in a destination could be 
highly influenced by their prior personal experiences and characteristics. 
 
Decision models such as FLAG assist in understanding the process whereby tourists make a 
decision to travel. Sirakaya and Woodside (2005) analysed in detail the evolution of 
decision-making models in tourism, and suggested that future studies on tourism decision-making 
should focus on underlying variables (such as lifestyle) that affect this choice behaviour. In this 
current study, the vacation decisions of selecting the destination and selecting destination activities 
are examined to explore the effect of lifestyle. 
 
Lifestyle is considered to be a primary factor in vacation decision-making (Decrop & Snelders, 
2004; Moutinho, 1987). As defined by Bourdieu (1984, 1990), lifestyle is manifested through 
habitus as being related to lifestyle and taste. From his point of view, individuals operate according 
to ‘a logic of distinction’ in which economic and cultural capital plays a fundamental role and 
individuals embody this distinction in their own tastes. The FLAG model of Allen (2002) considers 
that habitus, influences individual choices and that, when making decisions an individual relies on 
prior social and historical forces that have shaped their experiences. Given this, each individual’s 
food choice is manifested in consumption habits. Further, the extent to which each individual is 
connected to a chosen lifestyle can be explained by the concept of involvement (Gross & Brown, 
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2006). Involvement has been proven to be related with the decision-making of an individual (Selin 
& Howard, 1988; Vaughn, 1980), and can partially explain individual attachment to or engagement 
with a particular interest (Selin & Howard, 1988). 
 
In this study, a group highly involved with the Slow Food movement was identified to establish 
whether food plays an essential role in their vacation decision-making, whether this group travels 
mainly for food related reasons, and what kinds of activities they prefer to undertake in their travel 
destinations.  
 
Slow Food was formed 20 years ago. This burgeoning food movement was officially established in 
1989, and in 2013 had over 100,000 members in 150 countries around the world (see Appendix A). 
The movement started in the small town of Bra, Italy, where the founder Carlo Petrini was born and 
raised. In 1986, the movement attracted global attention with its protest in response to the opening 
of the fast food restaurant McDonald’s in the Piazza di Spagna in Rome. In December 1989, the 
Slow Food movement was officially founded as the International Slow Food Movement for the 
Defense of and the Right to Pleasure at the Opera Comique in Paris (Laudan, 2004). More 
information about Slow Food can be found in appendices B and C.  
 
International members of the Slow Food movement are from different cultural background and from 
countries around the world, speak many languages; moreover, members prefer different foods. 
However, members share similar philosophy of Slow Food that recognises the significance of the 
pleasure connected to food, the information of traditional producers and the diversity of places 
where food is made, in addition to the knowledge of local recipes and tastes (Slowfood.com, 2010). 
The philosophy shared by Slow Food members is reflected in their involvement with Slow Food, 
since involvement measures an individual’s engagement with or attachment to a personal interest 
(Selin & Howard, 1988; Zaichkowsky, 1985). Slow Food members manifest their behaviour 
characteristics through their lifestyle. Given this, examining the food and travel lifestyles of Slow 
Food members are two main concerns of this study. 
 
With food an important component of their lifestyle, Slow Food members practise the movement’s 
philosophy in their daily lives. The initiator of the Slow Food movement, Carlo Petrini (2003) 
considered the basic philosophy as ‘good, clean and fair’. Within this philosophy, “good food is tasty 
and diverse, produced in such a way as to maximise its flavour, and connected to a geographic and 
cultural region. Clean food is sustainable and helps to preserve rather than destroy the environment. 
Fair food is produced in socially sustainable ways, with an emphasis on social justice and fair 
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wages” (Schneider, 2008, p. 390). Hence, Slow Food members are focused on the transformation of 
their personal values and practices to accommodate this philosophy into their daily activities (Hall, 
2012; Nevison, 2008).  
 
From the literature review in Chapter 2, both involvement and lifestyle have shown their influence 
in consumer decision-making; however, their exact effect is uncertain. While Slow Food members 
consider food to be an important component of their lifestyles, this study investigated whether Slow 
Food members actually travel for food-related activities, as well as the influences of involvement 
and lifestyle on their destination activity preferences. The FLAG theory (Allen, 2002) provides the 
decision-making framework for this study. 
 
In summary, food tourism research has grown rapidly over the past few decades, with studies 
investigating food tourists as a special interest group. The results of past food tourism studies have 
found that food is an important attractor or motivational factor for travel by this group. However, 
McKercher, Okumus, and Okumus (2008) suggested a more holistic approach was needed to study 
the relationship between the reasons to travel and food. The present study focuses on a group of 
tourists with a high interest in food (i.e., Slow Food members) and questions the role of food in 
their vacation decision-making. This study provides a different approach to studying food by 
examining tourists’ decisions to travel to a destination and their preferences for activities in that 
destination. The research aim, issues and objectives of this study are presented in Section 1.2. 
 
 
1.2  Research Aim, Issues and Objectives 
 
This study aims to understand how food is important in Slow Food members’ vacation 
decision-making, and examines Slow Food members’ vacation activity preferences in the 
destination based on their involvement and lifestyle. There are two phases involved in this study. 
 
Research Issues Associated with Phase 1 (QUAL): 
1. To understand Slow Food members’ involvement, food and travel lifestyles, and activities in a 
vacation destination, as well as whether their travel is driven by food  
2. To generate vacation destination activity preferences (DA) items for inclusion in Phase 2 of the 
study 
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Research Objectives Associated with Phase 2 (QUAN): 
1. To examine the influence of Slow Food involvement on food-related lifestyle (FRL) 
2. To examine the influence of Slow Food involvement on travel lifestyle (TL) 
3. To examine the influence of Slow Food involvement on vacation destination activity 
preferences (DA) 
4. To examine the relationships between lifestyle (FRL & TL) and vacation destination activity 
preferences (DA) 
 
 
1.3  Overview of Methodology 
 
This study implements an exploratory mixed methods research approach, based on the researcher’s 
philosophical stance, to achieve the research aim and to explore the research objectives. A 
sequential exploratory design is adopted with both qualitative and quantitative methods used to 
collect data. In Phase 1, a qualitative research approach is adopted to understand vacation travel 
behaviour, food and travel lifestyles, and destination activities of international Slow Food members. 
This is followed by the development and use of a questionnaire in Phase 2 of the study.  
 
 
1.4  Structure of the Study 
 
The study consists of six chapters, with Figure 1.1 illustrating the relationship among them. This 
chapter provides an introduction and overview of the research topic, together with a discussion of 
the significance of this study, its limitations and delimitations. Chapter 2 begins by providing an 
understanding of the phenomenon of food tourism and Slow Food. Decision-making theory is 
addressed with an emphasis on vacation decision models, given that the aim of this study is to 
understand the importance of food in the vacation decision-making of Slow Food members. 
Involvement and lifestyle are identified and discussed as two dimensions that have substantial 
influence on decision-making. Lifestyle studies related to food and travel are explored. The 
literature review concludes with the conceptual framework developed for this study. 
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Chapter 3 discusses and justifies the methodology used to conduct this study. The research 
paradigm, research design, research instrument, sampling method, data collection method and data 
analysis method are discussed in detail, along with the reasons for their inclusion. 
 
Chapter 4 focuses on qualitative data analysis. This chapter presents the findings from 40 
semi-structured interviews with international Slow Food members. Thematic analysis of qualitative 
data is employed to address the two research issues associated with Phase 1. 
 
Chapter 5 presents results of the quantitative analysis of Phase 2 data. This chapter addresses the 
four research objectives formulated for this study through interpretation of data collected from the 
online survey of Slow Food members and an on-site survey of non-Slow Food participants. The 
results of various statistical methods such as factor analysis, one-way ANOVA and regression 
analysis are reported. 
 
Chapter 6 concludes this study through a discussion of the findings. The contributions of the result 
for academia, DMOs (destination marketing organisations) and local communities are discussed, 
and recommendations are made based on the research findings. Limitations and delimitations of the 
study are acknowledged and suggestions for future research are provided. 
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1.5  Significance of the Study 
 
This study makes a number of theoretical, methodological, and practical contributions as discussed 
below. 
 
Theoretical contributions: This study examines food tourism by studying a group of tourists with 
a high interest in food (Slow Food members) prior to leaving home to understand the importance of 
food in their vacation decision-making, and the association of involvement and lifestyle with their 
vacation destination activity preferences. 
1. Slow Food members show consistency of behaviour at home and in the destination. While past 
literature has suggested that tourists are motivated to travel to escape from the ordinary and seek 
adventurous activities, in this study, Slow Food members adopt food-activity preferences at the 
destination that are consistent with their food lifestyle at home. 
2. The study confirmed two different stages in Slow Food members’ vacation decision-making, the 
choice of vacation destination, and the choice of destination activities. This study finds that 
although food is an important aspect of Slow Food members’ daily lifestyle, the choice of 
destination is not directly related to food. Members are mostly motivated to travel for reasons 
such as visiting family, friends, or for business. Although Slow Food members are not 
motivated to travel for food, Slow Food members are more willing to engage in food-related 
activities in the destination than a control group of non-Slow Food participants. Destination 
activities of Slow Food members are predictable through their food-related lifestyle and travel 
lifestyle.  
3. Past studies have highlighted the importance of investigating the influence of lifestyle in 
vacation decision-making (Sirakaya & Woodside, 2005), and have called for more lifestyle 
studies in the field of marketing (Laws & Thyne, 2005). The need to increase the diversity of 
target populations in involvement studies has also been suggested (Dimanche & Havitz, 1995). 
The present study provides greater understanding of food and travel lifestyles, and adds a 
diverse target population (Slow Food members) to the lifestyle and involvement literature.  
 
Methodological contributions: This study contributes to the development of a pioneer scale to 
assess tourists’ destination activity preferences. This scale is used in a quantitative questionnaire to 
investigate the differences between Slow Food members and non-Slow Food participants.  
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Practical contributions: This study provides a distinction between lifestyle and destination activity 
preferences of Slow Food members and non-members. It also suggests that there are two different 
stages in the vacation decision-making of tourists. In many circumstances, motivation to travel to a 
destination appears to be independent of the activities undertaken in the destination. Destination 
activities are influenced by personal involvement and lifestyles. For future marketing research, it is 
important to understand the motivation to travel and activity preferences of tourists. It is also 
important to identify special involvement groups to better design the marketing mix and provide 
adequate services. Understanding the differences between Slow Food members and non-Slow Food 
participants can assist DMOs and local governments to identify different groups of tourists with an 
interest in food. 
 
 
1.6  Limitations and Delimitations 
 
In this study, two main dimensions (involvement and lifestyle) are identified to study the vacation 
decision-making of Slow Food members. The target population is delimited to one specific group 
with a high interest in food, that is, Slow Food members, and this group is compared with a group 
of non-Slow Food participants with an interest in food. Hence, the results might not be applicable to 
other populations.  
 
Due to time and budget constraints, semi-structured, face-to-face interviews were conducted in only 
a few Slow Food members’ countries. In addition, the online survey may not have reached all Slow 
Food members since not all had access to the Internet. To reach non-Slow Food participants, data 
collection was conducted on-site at a food event that took place in Brisbane, Australia, from 
November 9-11, 2012. This data collection was limited to the location and time the event was held.  
 
 
1.7  Key Definitions and Abbreviations 
 
AIO: Attributes, interests, and opinions. 
 
CIP: Consumer involvement profile. 
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Convivium/Convivia: A local chapter of Slow Food is called a convivium. Through the convivium, 
members share the everyday joys that food has to offer and participate in events organised by the 
convivium. The plural of convivium is convivia (Slowfood.com, 2010). 
 
Culture: “the rules for living and functioning in society” (Samovar, Porter, & McDaniel, 2012, p. 
11). 
 
DA: Destination Activities. 
 
DMO (Destination marketing organisation): the entity or company that aims to promote a tourist 
destination in order to increase the amount of visitors to this destination. 
 
FIS: Food-involvement scale. 
 
FLAG theory: Fits-like-a-glove theory. 
 
Food culture: “a culinary order whose traits are prevalent among a certain group of people” 
(Askegaard & Madsen, 1998, p. 550). 
  
Food tourism: “the visitation to primary and secondary food producers, food festivals, restaurants 
and specific locations for which food tasting and/or experiencing the attributes of specialist food 
production regions are the primary motivating factor for travel” (Hall & Mitchell, 2001, p. 308). 
 
Food tourist: “consumers who are interested in food and wine as a form of ‘serious leisure’. 
According to this interest, they can be categorised into ‘gourmet’, ‘cuisine’, ‘gastronomic’, 
‘culinary’, ‘rural/urban’, and ‘travel and tourism’” (Hall & Sharples, 2008, p. 6). 
 
FRL: Food-related lifestyle. 
 
Habitus: “a product of history that produces individual and collective practices — more history — 
in accordance with the schemes generated by history. It ensures the active presence of past 
experiences, which, deposited in each organism in the form of schemes of perception, thought and 
action, tend to guarantee the ‘correctness’ of practices and their constancy over time, more reliably 
than all formal rules and explicit norms” (Bourdieu, 1990, p. 54). 
 
12 
 
Involvement: “a psychological state of motivation, arousal, or interest between an individual and 
recreational activities, tourist destinations, or related equipment, at one point in time, characterised 
by the perception of the following elements: importance, pleasure value, sign value, risk probability, 
and risk consequences” (Havitz & Dimanche, 1990, p. 184). 
 
Lifestyle: “the pattern of individual and social behaviour characteristics of an individual or a group” 
(Veal, 1991, p. 19). 
 
LOV: List of values. 
 
MTP theory: Micro-tipping point theory. 
 
Orchard: a piece of enclosed land planted with fruit trees and vegetables. 
 
PII: Personal involvement inventory. 
 
Presidium/Presidia: project led by Slow Food to protect local producers and promote their 
products and knowledge. There are 314 Slow Food Presidia in 51 countries around the world. The 
plural of presidium is presidia (Slowfood.com, 2010). 
 
Slow City or CittàSlow: “a movement founded in Italy in 1999. The main goal of CittàSlow is to 
enlarge the philosophy of Slow Food to local communities and governments of towns, applying the 
concepts of eco-gastronomy in the practice of everyday life” (Cittaslow.com, 2012). 
 
Slow Food (SF): “an international eco-gastronomic organisation founded by the Italian Carlo 
Petrini in 1989 to recognise the importance of pleasure connected to food. It values the knowledge 
of traditional producers and variety of places where food is produced, local recipes, and flavours. It 
respect the rhythms of the seasons” (Biodiversity, 2009, p. 4). 
 
Slow Tourism: “type of trip that enable self-realisation through doing things slowly or being slow, 
enabling close observation rather than simply sightseeing” (Sugiyama & Nobuoka, 2007, p. 3). 
 
TL: Travel lifestyle. 
 
Vacation: “the sense of a suspension or a break from work” (Decrop, 2006, p.15). 
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WRL: Wine-related lifestyle. 
 
 
1.8  Summary 
 
This chapter has presented a general overview of this research project. Firstly, this study emanates 
from the desire to investigate food as a core decision factor in tourism and the vacation 
decision-making of food tourists, particularly Slow Food members. Secondly, vacation 
decision-making is addressed with two key dimensions that are incorporated in this study’s 
conceptual framework: involvement and lifestyle. Consequently, the aim, issues and objectives are 
developed for the study to answer. Limitations and delimitations of this study are also discussed 
with key definitions and abbreviations introduced. The review of literature relevant to this study is 
presented in Chapter 2. 
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CHAPTER 2  LITERATURE REVIEW 
 
 
2.1  Introduction 
 
This review of the literature consists of eight sections. After the introduction, Section 2.2 presents 
the overall analysis of food tourism. Section 2.3 presents an analysis of the literature on Slow Food. 
Section 2.4 discusses vacation decision-making models and theories that provide the background 
for decision-making. Section 2.5 deals with the analysis of the literature on involvement, including 
the general definition of involvement, involvement and tourism, and involvement and food. Section 
2.6 presents the concept of lifestyle, lifestyle and decision-making, including food, travel and 
activities. Based on the theoretical foundation of this study and gaps in knowledge found in the 
literature review, a conceptual framework for this study is provided in Section 2.7. Finally, a 
summary of the chapter is presented in Section 2.8. 
 
 
2.2  Food Tourism 
 
Food is not only important for our subsistence, but also has psycho-sensorial, social and symbolic 
meanings (Bessiere, 1998). Tourism research into food began with studies focused on agriculture 
and production, the food services sector and food hygiene (Bélisle, 1983; Bessiere, 1998; Reynolds, 
1993), with the importance of food in tourism being increasingly recognised over the last two 
decades (Ignatov & Smith, 2006). Indeed, recent studies analysing the role of food in the experience 
of tourism have indicated that, in some circumstances, food can become a major motivation for 
travel (Henderson, 2009; Quan & Wang, 2004). However, McKercher, Okumus, and Okumus’s 
(2008) study differs from most other food tourism studies in that they have argued that as 
consuming food is a regular activity that every tourist needs to do in a destination, ‘food’ might be 
insufficient to constitute a special interest group. These authors have proposed a need to use a more 
holistic approach to study food tourism (McKercher & Chan, 2005; McKercher et al., 2008).  
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2.2.1 Food and tourism 
 
Studies of food in tourism were reviewed by Henderson (2009) who noted four different themes: (1) 
the relationship of food, tourism and tourists; (2) commercial opportunities for food as a tourist 
product; (3) the marketing of food to tourists; and (4) food tourism as an instrument of destination 
and general development. A fifth sector that was not incorporated into Henderson’s (2009) study is 
the production and services of food. Food has an important role in hospitality services and might 
influence tourists’ satisfaction regarding the destination (Morrison, 2010; Nield, Kozak, & LeGrys, 
2000). Henderson (2009) discussed the production of food from the demand side perspective, and 
the existence of cooking schools for tourists in a particular destination. The manufacture and service 
of food in the hospitality industry is underestimated; however, in order to limit and build a 
boundary of the broad range of areas in food tourism, other possible themes (rural, agriculture, food 
events) are not incorporated in this present study. 
 
The first theme noted by Henderson (2009) concerns the relationship among food, tourism and 
tourists. Food can be seen as intimately related to particular destinations as well as viewed from a 
globalised perspective. With global migrations and rapid development of technology, standard food 
such as sushi, pizza and hamburgers can be found in any cosmopolitan city around the world 
(Alfino, Caputo, & Wynyard, 1998; Carroll, 2009). On the other hand, food is a representation of 
local culture, and tourists have varying acceptances of unfamiliar food in a destination (Bardhi, 
Ostberg, & Bengtsson, 2010). Food can also be a representation of national identity that should be 
carefully used to market a destination (Fox, 2007). Many food service providers are caught between 
the internationalisation of dishes and the usage of local ingredients in their menus, since food 
consumption forms part of the overall experience of tourists in the destination (Rimmington & 
Yuksel, 1998). 
 
This theme also includes studies of the attitudes of travellers towards food hygiene standards and 
health considerations, which is noted by Cohen and Avieli (2004) as a concern in their analysis of 
Western tourists’ come across with Third World cuisines. The findings from their study showed that 
such food is perceived to be unhygienic by Western tourists; hence, it is considered to be more of an 
impediment than attraction to tourists. Further, a study by Larsen, Brun, Ø gaard, and Selstad (2007) 
found that risks linked to food (such as Salmonella, Scrapie and Mad Cow) are perceived to be 
greater abroad than at home.  
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A second theme concerns the commercial opportunities to provide food to tourists. From the 
perspective of suppliers of food, local governments and DMOs are increasingly using local foods in 
activities such as wine or food events (Getz, 1991; Hall & Sharples, 2008). Many local governments 
have tried to brand local food to attract tourists, with studies suggesting the use of food as an 
attraction in some regions (Hashimoto & Telfer, 2006). These include the Isle of Arran Taste Trail 
initiative in Scotland (Boyne, Williams, & Hall, 2002), and a cultural tourism strategy for Wales 
developed by the Welsh Tourist Board in 2003. This strategy seeks to establish a sense of place 
through promoting local food and drink (Haven-Tang & Jones, 2006).  
 
A case study in Maremma in the south of Tuscany, Italy, investigated the Regional Developing 
Platform, which is an art and food stage used by the local government as a marketing tool 
(Lazzeretti, Capone, & Cinti, 2010). In Sweden, eight food marketing consultants were interviewed 
to interpret regional food in branding food products to match consumer ideals (Tellström, 
Gustafsson, & Mossberg, 2006). Two key tools can be used to support the food tourism destination 
framework, that is, TOURPAT (a tourism and culinary atlas linked to a geospatial database), and 
PAT (a product potential and attractiveness tool), both of which were tested in a South African 
destination with 112 DMOs (du Rand & Heath, 2006). 
 
A third theme concerns the marketing of food to tourists. Food may be a factor that contributes to 
attracting tourists (Kivela & Crotts, 2006). Many countries or cities have sought to develop a 
culinary image including Hong Kong, Adelaide (Australia), Singapore, France, and Italy (Au & 
Law, 2002). Studies in this area have seen rapid growth in destinations using food as a branding or 
destination image formation (Baloglu & Mangaloglu, 2001; Gallarza, Saura, & García, 2002). 
There are several notable destinations that have demonstrated leadership in developing a 
gastronomic tourism niche, including Sydney and Melbourne (Australia), Western Australia, 
Singapore, Taiwan, Shanghai (China), Bali (Indonesia), Japan, Macao, New Orleans (USA), New 
Zealand, Spain, and Greece (Kivela & Crotts, 2006). A study of Taiwan as a culinary destination 
found positive outcomes between food-related brand equity and travel intentions (Horng, Liu, Chou, 
& Tsai, 2012). Further, in an investigation of the potential use of ‘scary food’ in local consumption 
marketing (Gyimothy & Mykletun, 2009), a traditional Norwegian meal called Smalahove (sheep’s 
head meal) was presented as an ‘extreme’ culinary experience for tourists. 
 
A fourth theme discussed here is destination development using food tourism as a tool. Expenditure 
on food comprises approximately one third of the total expenditure of a tourist in a destination 
(Hipwell, 2007), and gastronomic experiences may be peak experiences for tourists in their overall 
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travel experience (Quan & Wang, 2004). Clearly, the level of development of food for tourists is 
determined by a country’s economy, agricultural and food policies, instead of tourism policies. In a 
comparative study of two countries (Italy and Denmark), different food aspects, including 
characteristics of national cuisines, food and economic policies, food regulations, and the role of 
consumers were analysed. It was found that only residents were in a position to put more permanent 
pressure on food suppliers, and then only if they were given the appropriate instruments (Hjalager 
& Corigliano, 2000).  
 
The final theme concerns food production and services. Food plays a vital role in the hospitality 
industry, and may be considered as a manufacturing process that includes the usage of machine and 
labour (such as a chef who prepares the meal to be served to a customer) (Bélisle, 1983; Ruetzler, 
2008). Tourist satisfaction with food service might influence their perception and their desire to 
revisit the destination (Hjalager & Corigliano, 2000; Nield et al., 2000).  
 
The experience in hospitality and dining is embedded in ritual and meanings. For example, dining is 
associated with social class, which can be manifested in the formality of table settings and number 
of dishes (Hirst & Tresidder, 2012). As hotels and restaurants form part of tourist destination 
attractiveness, studies have examined motivation, satisfaction, and intention to re-visit specific 
venues (Longart, 2010; Reynolds, 2004; Sparks, Wildman, & Bowen, 2000).  
 
In summary, food tourism literature may be assessed within five different themes. This thesis takes 
a demand perspective and focuses on a group of tourists with a high interest in food. The next 
section discusses the supply and demand perspectives of food tourism studies; in addition, the 
intrinsic meaning associated with the consumption of food is discussed in more detail to develop a 
conceptual framework for this thesis. 
 
2.2.1.1 The supply, demand and underlying meaning of food 
This section more closely examines Henderson’s (2009) third theme, that is, the marketing of food 
to tourists. It discusses three sub-themes: (1) supply perspective; (2) demand perspective; and (3) 
underlying meaning of food. The first sub-theme focuses on the supply side, with relevant studies 
targeting the tourism organisations of different countries (Lee, 2011). These include South African 
DMOs, Tourism Bureau websites of Hong Kong, Japan, Korea, Singapore, Taiwan, Thailand, and 
Turkey, as well as Finland’s food tourism providers (du Rand & Heath, 2006; du Rand et al., 2003; 
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Hashimoto & Telfer, 2006; Horng & Tsai, 2010; Okumus, Okumus, & McKercher, 2007; Tikkanen, 
2007).   
 
A number of comparative supply side studies have focused on the role of government in the 
promotion of food tourism. For example, one study applied content analysis to investigate different 
promotional food images used by two governments (Hong Kong and Turkey) in their websites, 
brochures, and booklets (Okumus et al., 2007). A second study examined six Eastern countries 
(Hong Kong, Japan, Korea, Singapore, Taiwan and Thailand) (Horng & Tsai, 2010) and their 
websites, restaurant guides, and certifications. It concluded that the holistic, humane and interactive 
design of a government’s website could reinforce a country’s image. Six features were found 
crucial for the promotion of culinary tourism: ‘Cuisine and Food Culture’; ‘Featured Foods and 
Recipes’; ‘Table Manners’; ‘Culinary Tourism’; ‘Restaurant Certification’; and ‘Restaurant 
Guides’. 
 
The second sub-theme concerns studies that have targeted the food interests of tourists (demand 
side). These include research on tourists in New Zealand B&Bs, UK food tourists, US and Canadian 
culinary tourists, Australian food tourists and Indonesia hotel customers (Longart, 2010; Nield et al., 
2000; Nummedal & Hall, 2006; Robinson & Getz, In press; Telfer, 2000). Most food tourism 
studies examining the demand side have combined food consumers and wine consumers, although 
some studies separate these groups.  
 
One purpose of studying the demand side is for market segmentation. In a study that explored the 
diversity of gastronomic tourists in Canada, respondents were segmented into ‘wine tourists’, ‘food 
tourists’, and ‘food and wine tourists’, based on demographics, psychographics, trip characteristics, 
and media habits. It was found that culinary tourists might be motivated by: (1) physical drives, for 
example the desire for new tastes; (2) cultural drives, for example the desire to study traditional 
food practices; (3) interpersonal drives, for example becoming better acquainted with other people; 
and (4) prestige drives, for example showing off by talking about a trendy new restaurant (Ignatov 
& Smith, 2006). The results of a study in the UK found four different types of gastronomic 
consumers, from the heaviest gastronomy seeker (type I), to a tourist without any interest in 
gastronomy (type IV) (Boyne, Hall, & Williams, 2003).  
 
Hjalager (2004) suggested that Bourdieu’s lifestyle work is important to understand tourists’ 
lifestyles. Hence, based on Bourdieu’s lifestyle model (1984, 1990), Hjalager’s study segmented 
gastronomic tourists into four groups: (1) recreational; (2) existential; (3) diversionary; and (4) 
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experimental. According to this classification, a recreationalist gastronomic consumer has the least 
motivation to try new things given that he/she does not like changes in daily meal consumption. At 
the other extreme, an experimental gastronomic consumer actively searches for new and innovative 
menus.  
 
The third sub-theme concerns the underlying reasons for consumption of food. Past studies have 
found that the consumption of food is influenced by each person’s lifestyles, consumption practices 
and identities (Cherry, Ellis, & DeSoucey, 2011; Tellström et al., 2006). Food has extensive 
connotations; it not only fulfils our physiological needs but also provides intrinsic meanings 
connected to psychological, historical, social status, and symbolic aspects of our lives (Bell, 2000; 
Germann Molz, 2007; Kittler & Sucher, 2004).  
 
Local identity and local cuisine are perceived to be closely related, with local foods conceptualised 
as ‘authentic’ products that symbolise the place and culture of a particular destination (Frew & 
White, 2011; Sims, 2009). Sims (2009) conducted research in two UK regions, and argued that 
traditional food could become a significant role in the sustainable tourism experience because it 
appealed to the tourist’s desire for authenticity while on holidays. With food closely linked to local 
identity, it follows that the consumption of food is related to the consumption of place. As Molz 
(2007, p. 91) pointed out, “culinary tourism is always about eating the differences that mobilities 
make”. This statement could be interpreted as a sense of the ‘world on a plate’, where one can taste 
a ‘piece’ of a place without leaving home. However, in many cases, the suppliers in a destination 
are not aware of this situation. A study conducted in New Zealand’s South Island revealed the need 
to educate the B&B sector about the affirmative benefits of using local food (Nummedal & Hall, 
2006). 
 
Food has a different meaning for each individual and can provide a link with home. For instance, 
food maps were used as a study instrument to trace the role of food in the lives of Dominican 
immigrants in the United States. The study found that these immigrants were searching for home in 
their new society through their food consumption (Marte, 2007). Similarly, Pancai is a traditional 
food in Hong Kong that has multifaceted meanings for Hong Kong people, including as a nostalgic 
food (Chan, 2010).  
 
Tourists might have a certain degree of neophobia toward food in a destination, and relate the 
consumption of food with maintaining a sense of home while visiting a new environment (Kim, 
Eves, & Scarles, 2009). A study of the food consumption behaviour of a group of middle class 
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American tourists who were short-term visitors to China revealed that even though most 
participants had experienced Chinese food back home, their encounter with authentic Chinese food 
in China was not very pleasant. As a result, most of these tourists sought out fast food restaurants 
for comfort food that would provide them with a sense of home (Bardhi et al., 2010).  
 
Among its different underlying meanings, food is often connected to identity (Caplan, 1997), 
authenticity (Sims, 2009), heritage (Tellström et al., 2006), and culture (McIntosh & C. Prentice, 
1999). Appendix D shows the list of food tourism studies in chronological order with the 
terminology used, stakeholder perspective (demand or supply side), methodology applied, whether 
the author/s believed food to be a motivating factor to travel, and the underlying meaning to which 
food is related. 
 
In Appendix D, the terminology used when referring to food differed from study to study, with food 
tourism, culinary tourism and gastronomy tourism the most commonly used. Most of the studies 
listed in Appendix D were conducted in a food destination or at a food event, with most of these 
studies using a single analysis approach. The majority of these food tourism studies suggested that 
food is a motivator for travel to a destination, although some studies did not clearly show whether 
this interest in food was aroused before or after arriving in the destination. Food is commonly 
associated with identity or culture, and local food is seen as an expression of the regional identity. 
Thus, its consumption may represent some degree of acceptance or appreciation of the local culture 
(Heldke, 2001; Pratt, 2007).  
 
2.2.1.2 Food as the centre of this study 
This study focuses on the vacation decision-making of a group of tourists with a high interest in 
food, which is a subcategory of the marketing of food to tourists in Henderson’s (2009) study. Past 
studies on food destinations, marketing of local food and food tourists have shown that food is an 
important motivator for food tourists to travel (Bertella, 2011; du Rand & Heath, 2006; Hall & 
Mitchell, 2001; Kivela & Crotts, 2006; Quan & Wang, 2004).  
 
The definitions of food tourism vary considerably as can be seen in Table 2.1, and many different 
names can be found in the literature to identify groups that travel to savour food. As shown in Table 
2.1, definitions relating to the consumption of food during vacations include food tourism (Hall & 
Mitchell, 2001), gastronomy tourism (Kivela & Crotts, 2005), culinary tourism (Long, 1998), 
tasting tourism (Boniface, 2003), restaurant tourism (Sparks, Bowen, & Klag, 2003), wine tourism 
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(Brown & Getz, 2005), and gourmet tourism (Hall & Sharples, 2008). This current study uses ‘food 
tourism’ to refer to the consumption of food during a vacation. 
 
Table 2.1. Definition of food tourism 
 
Author (year)/page 
number 
 
Definition 
Travel Motivation 
Before 
arrival 
After 
arrival 
Unspec
ified 
Kivela & Crott (2005) 
p. 42 
Gastronomy tourism: travelling for the purpose of 
exploring and enjoying the destination’s food and beverages 
and savouring unique and memorable gastronomy 
experiences. 
●   
Long (1998) p. 45 Culinary tourism: the materiality of food of a destination 
that helps to ground the experience for tourists, helping them 
to relate it to their everyday lives. 
  ● 
Hall & Mitchell (2001) 
p. 308 
Food tourism: visiting primary and secondary food 
producers, food festivals, restaurants and specific locations, 
and where food tasting and/or experiencing the attributes of 
specialist food production regions are the primary 
motivating factors for travel. 
●   
Boniface (2003) p. 15 Tasting tourism: travelling to a destination for food and 
drink. 
●   
Sparks (2003) p.6  Restaurant tourism: the role of the restaurant industry in 
the tourism experience and destination choice. 
  ● 
Brown & Getz (2005) 
p. 266 
Wine tourism: a form of special interest travel based on the 
desire to visit wine producing regions or where travellers are 
induced to visit wine production regions and wineries in 
particular, while travelling for other reasons. 
● ●  
Hall & Sharples (2008) 
p. 6 
Gourmet tourism: tourists with a high interest in food and 
wine; their travelling motivation is primarily to visit specific 
food events or farmers’ markets. All, or nearly all, of their 
activities are food-related. 
●   
(Source: the Author, 2013) 
 
 
All definitions in Table 2.1 have acknowledged that the food of a particular location is an important 
motivating factor for the tourist to travel. The exception is the wine tourism definition of Brown and 
Getz (2005), which noted that the desire to participate in a wine-related activity might not 
necessarily be a prime reason to travel to a destination. In the other definitions, it appears that the 
decision to travel for food is considered to be an important reason for selecting travel destinations. 
On the one hand, some authors considered that the motivation of food tourists to travel to the 
destination is significantly influenced by the desire to savour local food; on the other hand, some 
considered that decisions to undertake destination activities such as participation in a local food 
event are often decided after arriving in the destination (McKercher & Chan, 2005; Smith, Pitts, & 
Litvin, 2012). Therefore, there is some disagreement as to the influence of food on tourists’ 
decision-making.  
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Henderson (2009) suggested that more studies are needed on the role of food in motivating and 
determinant determining destination choice. However, McKercher, Okumus, and Okumus (2008) 
pointed out that food might not constitute a special interest or mainstream tourism product, and that 
many food tourism studies classified ‘food tourists’ as those tourists undertaking a food activity in 
the destination. Many of these food tourism studies used secondary analysis of activity questions to 
examine the reasons for travel, a method that cannot provide causal relationships between actions 
and motives. In many circumstances, participation in these food activities was not related to the 
motivation to travel to the destination. The method used in these studies produced false positive 
results, identifying only effect-effect relationships rather than causal-effect relationships between 
tourists’ motivations to travel and their participation in food activities in the destination. 
 
The present study targets international Slow Food members who travel for vacation purposes, as 
these members could be considered to be tourists with a special interest in food as they had adopted 
this interest in their daily lifestyles. Further discussion on Slow Food perspectives is presented in 
Section 2.3. 
 
 
2.3  Slow Food 
 
The Slow Food movement started in the small town of Bra, Italy, where the founder Carlo Petrini 
was born and raised. The movement attracted global attention with its protest in response to the 
opening of a McDonald’s restaurant in the Piazza di Spagna in Rome in 1986. On December 1989, 
the Slow Food movement was officially founded as the International Slow Food Movement for the 
Defense of and the Right to Pleasure at the Opera Comique in Paris (Laudan, 2004). 
Representatives from 15 countries signed the initial Founding Protocol Manifesto of the Slow Food 
movement (Appendix C). 
 
2.3.1 Slow Food members and values 
 
Given that Slow Food members have a high interest in food, it might be that they project this 
specific interest and the associated values in their daily life when they choose a trip. There are few 
studies, however, that have specifically targeted this special interest group. A detailed explanation 
of Slow Food as a movement and its related activities is listed in Appendix B. 
23 
 
 
The history of Slow Food is politically related to the Italian left, and the Slow Food organisation is 
dedicated to cultural politics. The movement is set within Italian post-war culture and politics. 
While the name of the movement explicitly refers to food, implicit within this name is the idea that 
memory and senses are intertwined, and through the usage of senses one discovers taste memories 
from the past (Leitch, 2003). In some circumstances, slowness is connected to pleasure, conviviality 
and embodied memory. However, according to founder Carlo Petrini, ‘Slow Life is not just Slow Food’  
(Leitch, 2003; Petrini, 2003). The philosophy of this movement is related to the concept of 
eco-gastronomy; that everyone has the right to pleasure and both plate and planet are linked together 
(Tam, 2008). 
 
The philosophy of Slow Food focuses on ‘good, clean and fair’ food (Petrini, 2007). “Good food is 
tasty and diverse, and is produced in such a way as to maximise its flavour and its connections to a 
geographic and cultural region. Clean food is sustainable, and helps to preserve rather than destroy 
the environment. Fair food is produced in socially sustainable ways, with an emphasis on social 
justice and fair wages” (Schneider, 2008, p. 390). The central value of Slow Food, then, can be 
assimilated with the construct known as ‘beta structure’, where small is beautiful. Beta structure 
tries to restore the old system that food be grown within the horizon, thus ensuring local autarchy, 
local preservation and local storage (Naess & Rothenberg, 1989). By analysing UK media discourse 
of Slow Food, it can be seen that after 2000 the organisation evolved from a movement 
championing gastronomy to become a widely based movement promoting eco-gastronomy (van 
Bommel & Spicer, 2011).  
 
Hence, food production and consumption have become central issues in the Slow Food movement. 
As Labelle (2004) explained, the Slow Food movement shifted away from its consumer orientation 
by drawing attention to the (often invisible) work of other actors that contribute to the functioning 
of the food system, and by showing how all actors are connected in a network of food relations. In 
this way, Slow Food stresses the role of individuals in maintaining and changing these relations. In 
the movement’s view, individuals have a responsibility to know about and participate in their own 
regional food systems in order to confront their unique issues. The philosophy of eco-gastronomy 
that informs the movement acknowledges that the pleasure one finds in good food is connected to 
the pleasure of others and the condition of the environment (Labelle, 2004; Pollan, 2003). 
 
Slow Food considers that all people are co-producers in the food production cycle; thus, not only do 
consumers stay informed about food production, they are actively involved with and support those 
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who produce it. By doing this, everyone is a partner in the production process (Buiatti, 2011). A 
study conducted with Slow Food members to measure the impact that following Slow Food 
principles has had on their lifestyle found a positive association between Slow Food and responsible 
consumption. Many members expanded the concept of ‘slow’ beyond food into other areas such as 
transportation, travel, vacation, and housing (Nevison, 2008).  
 
Through the course of pleasure seeking and politicisation, Slow Food is able to convert cultural 
capital which is a taste for food and wine associated with class, conspicuous consumption, and 
status, into social capital (Pietrykowski, 2004). In an observation of the physique and attitude 
toward body weight of those who attend Slow Food events in the USA, Paxson (2005) noted that 
Slow Food members tended to be slim gourmets and weight conscious. Paxson (2005) believed that 
Slow Food promotes an indulgent dieticity that is directed at moral aims other than reducing weight, 
that is, other than self-control for its own sake. Indeed, people’s concerns about ‘bad’ cholesterol, 
the ‘wrong’ fats and insulin-happy ‘high-glycaemic-index’ carbohydrates belie a gnawing suspicion 
of the hidden costs of eating our fill. Paxson (2005, p.17) pointed out that “Slow Food offers a sense 
of virtue without self-denial, and offers ‘a set of scales’ for individuals with economical power to 
balance between social and ethical standards.” 
 
While the USA is one of the fastest developing countries in terms of membership of Slow Food, 
ironically it is where fast food was invented. Fast food is labour saving, and avoids grocery shopping, 
cooking, or cleaning up. As stated by Belanger (2001, p. 54), “Americans love labour saving so 
much that they will work for hours to save a minute”. For Belanger (2001), the solution is Slow 
Food; where family members appreciate their meals and are connected by their food and its origins. 
Thus, the Slow Food movement brings back the joy of eating to the family. Moreover, studies have 
confirmed that slower eating increases feelings of fullness, the slower a person eats, the more they 
feel sated and they eat less (de Graaf & Kok, 2010). 
 
Common observations are that the social class of Slow Food members is white collar, middle to 
high, and that the cost of participating in Slow Food activities is quite expensive (Gaytán, 2004; 
Laudan, 2004). In Gaytán’s (2004) study, members of nine Slow Food convivia in North California, 
USA were chosen for a close observation. It was observed that members situated European culture 
and tradition as benchmarks of superior lifestyle and consumption practice. Similarly, in the 
Barossa Valley (Australia), ‘tradition’ and ‘heritage’ values focussed on European culture are 
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intrinsic to the Barossa Slow
1
 movement (Peace, 2006). From a different perspective, 
Hayes-Conroy and Martin (2010) conducted an empirical investigation in Canada and the USA to 
determine how Slow Food members ‘feel’ in terms of their social identities, and interrogated how 
feelings influence the development of activism. The results found that taste and bodily states are 
aligned with the movement’s socio-political aims. 
 
Recent research into Slow Food has mostly comprised empirical observation and interviews in 
different situations. The case of Bagnoli, a family-owned local restaurant in Tuscany, Italy, was 
used to explain aesthetics in gastronomy and especially ‘slow’ aesthetics, where food culture, 
environmental sustainability and the local economy converge in an interconnected set of linkages 
across the gastronomic landscape (Miele & Murdoch, 2002). The usage of ‘slow’ has become 
popular, and the term ‘slow tourism’ has emerged as a counterpoint in modern society’s fast-paced 
life. Slow tourism advocates staying in one place longer, getting to know the area much more 
thoroughly, and deliberately seeking to buy local. This may become an extremely attractive idea for 
fast-paced people (Hall, 2006). The Slow Food movement recognises the concept of terroir
2
 and its 
regulatory frames. By buying local wine, cheeses, or meats, the concept of terroir or territorio is 
borrowed; hence, the landscape is also bought (Pratt, 2007). 
 
Slow Food is a philosophy of life, with members sharing the same values and convictions toward 
food lifestyle. In his book Slow Food Nation (2007), Petrini lists the following action steps that 
every person can perform to strengthen their food community (Petrini, 2007, p. 255):  
 
 Join a local Slow Food convivium. 
 Trace your food sources. 
 Shop at a local farmers’ market. 
 Join a CSA (Community Supported Agriculture). 
 Invite a friend over to share a meal. 
 Visit a farm in your area. 
 Create a new food memory for a child! Let them plant seeds or harvest greens for a meal. 
 Start a kitchen garden. 
 Learn your local food history! Find a food that is celebrated as being originally from or best 
grown/produced in your part of the country.  
                                                 
1
 a Slow Food event held in the Barossa Valley, Australia 
2
 the complete natural environment in which a particular wine is produced, including factors such as the soil, 
topography and climate (The Oxford English Dictionary). 
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One characteristic of living in the twenty-first century is the fast pace of life with instant 
information, cloud computing and ready-made meals. Thus, some people appear to be searching for 
comfort by embracing some aspects of the slower moving past. Slow Food seems to appeal to 
particular individuals, not only because it is slow per se, but also because it represents a cautious way 
of living. As Petrini (2007) pointed out, the Slow Food movement seeks to repair damages done to the 
environment and to protect and sustain the surroundings, animals, culture and people. It is not 
surprising, then, that fast food companies are using the concept of ‘slow’ to market their products. For 
example, Marks and Spencer’s Simply Food marketing campaign was categorised as ‘slow fast food’, 
thus associating ready-made meals with the concept of slowness (Tam, 2008). 
 
The relationship between slow travel and slow tourism is often misinterpreted. Slow travel refers to 
a mode of transport other than air or car that people choose in order to travel to a destination, 
manifesting in people travelling slowly overland, staying longer, and travelling less. It responds to 
the needs to lower carbon input, and to travel less but establish deeper interaction with destinations, 
thus enhancing life quality and enabling more engagement with local people and places (Dickinson 
& Lumsdon, 2010). Slow tourism has five characteristics: (1) being healthy, which involves 
walking and the enjoyment of Slow Food; (2) involves at least one overnight stay; (3) features 
opportunities for self-realisation; (4) involves limited use of cars or other motor transport; and (5) in 
some sense involves being ‘green’ or ecologically-minded (Murayama & Parker, 2012). 
 
2.3.2 Product certification and events 
 
Coop Italia (The National Association of Consumers Cooperatives), a retailing company for food 
and grocery distribution, works closely with Slow Food Ark of Taste’s Presidia and have a mutual 
agreement aimed at protecting typical products and the food tradition (Fonte, 2006). However, the 
certification process of Slow Food products has not as yet been well defined by the Slow Food 
organisation. The process of how staff in the Slow Food office select which cheese tastes good 
enough to be incorporated in the list of Presidia was documented, and it appears that the decision is 
made by only a few of its Italian employees (Lotti, 2010). The decision whether a taste is good or 
bad is influenced by many variables including personal, cultural, historical, and socio-economic 
factors; in this instance, in the Slow Food movement, it seems that taste is more a matter of 
individual choice (Lotti, 2010). 
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Observations of two Slow Food biannual mega events, Terra Madre and Salone del Gusto, Italy, 
have been recorded from participants’ points of view, particularly the interaction between producers 
and consumers (Heinzelmann, 2005; Peace, 2008). These events are organised in parallel biannually 
in October in Turin, Italy. (More information about Slow Food events can be found in Appendix B.) 
The last Terra Madre and Salone del Gusto events were held from October 25-29, 2012. The joint 
events attracted over 220,000 attendees in five days. Slow Food members’ regional meetings were 
organised, with the five day program including earth workshops, taste education and food 
biodiversity, which were interpreted simultaneously in different languages to accommodate Slow 
Food members from, for example, Italy, France, Portugal, Spain, Germany, Russia and Japan. Other 
Slow Food international events on a smaller scale are Slow Fish and Slow Cheese, both of which are 
biannual events. The last Slow Fish was held in Genove, Italy, from May 9-12, 2013, while the last 
Slow Cheese took place in Bra, Italy from September 16-19, 2011. 
 
Slow Food has initiated some eccentric ideas through the Ark of Taste’s Presidia, for example, 
‘eco-gastronomy’ and ‘virtuous globalisation’. As noted by Pollan (2003) the best way to save local 
products and culinary practices is to find them an international market. Participation in the Salone del 
Gusto and Terra Madre 2004 was witnessed and documented by a gathering of food producers who 
live and work worldwide. These producers came together to unleash tremendous energy for future 
collaboration; they reported that “everybody goes away feeling they are not alone” (Heinzelmann, 
2005, p.2). Terra Madre is the logical continuation of the Slow Food philosophy, that is, the active 
strengthening of roots instead of mere ‘above ground’ protest, the recognition of the power of the 
individual, and a positive interpretation of globalisation that rejects any levelling down 
(Heinzelmann, 2005).  
 
A past study compared civic agriculture in the USA and Slow Food agriculture, and found that both 
provide possible and sustainable solutions to the actual damaging practices of conventional 
large-scale farming. Small farmers are important since they provide positive contribution to the 
biodiversity of animals, plants, culture, and tradition. Small farmers have more self-empowerment; 
they are more responsible to the land and to the community. Small farmers transmit to their values 
of hard work and social responsibility to their families. Finally, through their agriculture, small 
farmers connect food and land together (McIlvaine-Newsad, Merrett, Maakestad, & McLaughlin, 
2008). 
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2.3.3 Issues and challenges of the Slow Food movement 
 
One main critique directed at Carlo Petrini and the Slow Food movement is the information 
gathering method, given that no evidence is presented to support Petrini’s claim approximately 
300,000 plant varieties have extincted in the past 100 years (Laudan, 2004). Another critique of the 
Slow Food organisation concerns the lack of a specific action plan to accomplish goals, together 
with the dearth of experience of many of its leaders in the USA (Chrzan, 2004). Indeed, Petrini is 
often criticised for sacrificing his once noble ideals to commercialism, given that there was a 
massive presence of large firms such as Lavazza at the Salone del Gusto in 2004 (Heinzelmann, 
2005). These critiques have led to the Slow Food movement being stereotyped as an indulgence of 
the West’s middle classes as they seek out new sources of postmodern identity (Peace, 2008).  
 
Some studies have found that Slow Food engenders negative emotions in relation to conventional 
methods of political action, with some activists indicating dissatisfaction with Slow Food’s version of 
alternative food politics, and claiming that the convivia is just an ‘eating club’ (Hayes-Conroy & 
Martin, 2010; Jones, Shears, Hillier, Comfort, & Lowell, 2003). Considering that Slow Food has 
already had more than 20 years of activity, the accumulation of members in Slow Food is 
comparatively slow if compared with that of rapidly growing, fast food chains. One explanation 
offered is the lifestyle approach, given that an individual’s lifestyle is sometimes very difficult to 
change (Hjalager, 2004). 
 
While Slow Food tries to differentiate itself from the ethos of international fast food chains and 
seeks to reverse popular eating habits and customs, it has many challenges ahead. Fast food 
operators play an important and dominant role in creating the image of retail catering; these 
operations also dictate the market settings and framework of the business. Given this, it seems that 
fast food is characteristic of the food industry’s reaction to the modern world in which the pace of life 
is faster (Jones et al., 2003). The success of Slow Food will depends on many factors including the 
creativity and autonomy of its projects, as well as the ability to promote globally social, political 
and environmental issues (Donati, 2005). 
 
A summary of past studies on Slow Food is presented in Appendix E. Many researchers have 
written about the Slow Food movement, with this social movement emerging in company with 
post-industrial capitalism and globalisation (Schneider, 2008). Most of these papers presented an 
overall panorama of the history of Slow Food and the profile of its founder Carlo Petrini. The 
essence of the movement and the usage of ‘slow’ has also spread to other areas, notably Slow City, 
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slow living, slow tourism and slow travel (Anningson, 2008; Chadwick, 2002; Dickinson & 
Lumsdon, 2010; Gilsinan, 2008; Hall, 2006; Labelle, 2004; Leitch, 2003; Parkins & Craig, 2006; 
Pietrykowski, 2004; Schneider, 2008). In addition, some literature has negatively critiqued the 
issues and challenges related to the Slow Food movement, and the difficulty involved in reversing 
the popular eating habits and customs of people, entrenched as they are in their fast-paced lives. 
Notwithstanding these critiques, the movement has accumulated over 100,000 members in 150 
countries worldwide, according to the 2009 Social Report of Slow Food. Carlo Petrini is convinced 
that a possible solution to the current global food crisis is to prioritise subsistence agriculture instead 
of export, and by following the central philosophy of ‘good, clean and fair’ in daily food consumption. 
In this way, local economics would grow, get stronger, and favour small-scale local production and 
food security as well as respect for the environment and local traditions (Petrini, 2007; Tzerman, 
2008). Prior to this current study, Slow Food members had not been the focus of study in the 
tourism area, and the influence of Slow Food philosophy on members’ daily lifestyles was unknown. 
Furthermore, although Slow Food members are tourists with a high interest in food, the influence of 
Slow Food philosophy on members’ vacation decision-making was untested. The decision-making 
perspective of the vacation behaviour is discussed in Section 2.4 to elucidate Slow Food members’ 
overall vacation decision-making.  
 
 
2.4  Vacation Decision-Making 
 
2.4.1 Decision-making 
 
A decision is the result of a mental process in which one action is specifically selected from a set of 
available options (Moutinho, 1987). Thus, decision-making is the process whereby this specific 
outcome manifests itself. This process is studied within economics, psychology, sociology, 
management and marketing sciences. Through understanding the decision-making process, research 
seeks to understand why, how and when people make decisions (Hyde & Lawson, 2003).  
 
Vacation is generally considered to be the time that people spend in travel or recreation, but the 
concept of a vacation is broader than travel alone. It is also associated with lifestyle. The word 
vacation comes from the Latin word vacare, which means being empty or doing nothing. Travel, on 
the other hand, is more goal oriented and focuses on getting to a particular location (Decrop, 2006). 
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Theories related to decision-making are expected utility theory, prospect theory, regret theory, 
satisfying theory, and theory of planned behaviour (Sirakaya & Woodside, 2005). Theories can be 
classified into two different approaches: classical and postmodern (Decrop, 2006). Classical 
theories categorise the consumer into three different categories: a risk reducer, an information 
processor, or a problem solver. A classical approach to everyday decision-making presumes ‘pure’ 
rationality in people, and suggests that individuals collect and analyse information to ultimately select 
the best solution from a range of available options, sometimes called a ‘choice set’. People evaluate 
each possible outcomes advantages and disadvantages, and then choose the optimal one (Smallman 
& Moore, 2010). Postmodern theories are newer theories that emerged after economic development. 
Two major streams consider the consumer to be a hedonistic or adaptive decision maker, with the 
‘garbage can’ model being another recent paradigm derived from organisational behaviour (Table 
2.2). 
 
Table 2.2. Decision-making theories 
Classical Theories 
Bauer, 1960 
Taylor, 1974 
View consumers as risk reducers: consumers tend to reduce risk to an acceptable level 
in their market decisions. Information search is limited. It involves strategies like brand 
loyalty, repeat purchase, and buying the most expensive or well-known brands. 
Andreasen, 1965 
Nicosia, 1966 
Howard & Sheth, 1969 
Engel et al., 1973 
Fishbein & Ajzen, 1975 
View consumers as problem solvers: any consumer need or desire creates a problem 
within the individual. The consumer undertakes to solve that problem by deciding a 
course of action in order to satisfy this need or desire. Decision-making steps are need 
recognition, search for information, and evaluation of alternatives, purchase, and 
outcomes. 
Bettman, 1979 View consumers as information processors: consumers are continuously looking for 
and processing information in order to improve the quality of their choices. 
Postmodern Theories 
Hirschman & Holbrook, 1982 
Holbrook, 1984 
Hedonic and experiential perspective: consumer seeks to make decisions that will 
maximise their pleasure and emotional arousal. 
Bettman et al., 1991 
Payne et al., 1993 
Kirchler, 1993 
Adaptive or contingent approach: consumers are flexible in the way they respond to a 
variety of task conditions. 
Wilson & Wilson, 1988 Garbage can decision model: (1) problem definitions are variables and change 
according to new inputs; (2) information is often collected but not used, preferences are 
unclear and may have little impact on choice; (3) evaluation criteria are not available 
beforehand but rather are discovered during and after the decision-making process; (4) 
particular choice can be made even when no problem has been noticed; and (5) no choice 
is made when the number of problems attached exceeds the energy of the decision maker 
(Source: adapted from Decrop, 2006, p. 5) 
 
 
In a detailed study of tourists’ decision-making process paradigms, Smallman and Moore (2010) 
argued that the literature of decision-making in tourism is mostly covered by variance studies of 
tourists’ decisions, which are mostly causal analyses of independent variables that describe 
selections of tourists. These variance studies, however, do not include the ontology of 
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decision-making as a process. The authors grouped 49 different empirical studies into four 
approaches using an adapted version of Van de Ven and Poole’s (2005) typology of approaches to 
organisational change studies. These four approaches were identified by its epistemology (variance 
versus simple process studies) and its ontology (the representation of the organisation as a real entity 
versus the process of organising). The authors expounded the benefit of using ‘process’ studies in 
decision-making, because such studies could show variations across different tourist decision making 
stages. 
 
The existing decision-making models can be classified into three different approaches: (1) 
microeconomic models; (2) cognitive models; and (3) interpretive frameworks. The microeconomic 
approach is based on the notion of the economic person, that is, money is used to earn satisfaction, 
to maximise utility, and decisions are governed by price. The cognitive approach focuses on 
socio-psychological variables and processes in the decision-making, with both structural and 
process models found in this approach. The interpretive approach is a naturalistic and experiential 
vision of decision-making that includes variables and hypotheses that are not taken into account in 
the previous two approaches (Decrop, 2006). The emphasis on the process of decision-making by 
Smallman and Moore (2010), and the interpretive approach emphasised by Decrop (2006), view 
decision-making as a complex procedure that evolves over time and is influenced by different 
aspects of an individual. 
 
The evolution of decision-making models in tourism studies is assessed in chronological order, 
starting with Wahab, Crompon, and Rothfield’s (1976) model that considers a tourist to be a 
rational decision maker, to Woodside and McDonald’s (1994) model that considers that a tourist’s 
choices are not always rational (Sirakaya & Woodside, 2005). In Sirakaya and Woodside’s study, 
the authors suggested that one of the future study areas on decision-making could be to investigate 
underlying variables affecting choice behaviour, such as lifestyle.  
 
Knowing a tourist’s vacation and travel preferences assists a destination to position itself and 
prepare adequate marketing plans to target the right market segment. Criteria and attributes of 
specific groups that influence a destination choice have always been at the centre of investigation. 
Golfers (Hennessey, Macdonald, & Maceachern, 2008), students of different countries (Sakakida, 
Cole, & Card, 2004; Shoham, Schrage, & Van Eeden, 2004; Um & Crompton, 1990), and seniors 
(Hsu, Cai, & Wong, 2007) have all been subjects of research. However, no previous study has 
sought to understand Slow Food members’ vacation decision-making. 
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The decisions regarding tourists’ travel behaviour are influenced by their own self-image; moreover, 
the travel behaviour patterns of an individual are closely related to the beliefs and values that they 
incorporate (Moutinho, 1987). However, destination activities of tourists are often decided after the 
arrival of the tourist in the destination (McKercher & Chan, 2005). Considering the 
decision-making of tourists as a process and taking into consideration the interpretive approach to 
decision-making, there are two stages involved in decision-making by tourists. The first stage is the 
decision to travel to a specific destination, and the second stage is the decision to participate in 
activities after arrival (Decrop, 2006; Smallman & Moore, 2010). 
 
The present study proposes the importance of involvement and lifestyle in vacation 
decision-making, using the example of a group of tourists with a high interest in food, with all 
individuals being members of the Slow Food movement. Three vacation decision models that 
include lifestyle as an important variable in the decision-making process are discussed in Section 
2.4.2. 
 
2.4.2 Vacation decision models 
 
Consumer behaviour inspires the development of different models of decision-making in tourism. 
Consumer culture theory tries to reveal how consumers aggressively rework and alter symbolic 
meanings encoded in advertisements, brands, commercial locations or products to manifest their 
specific personal and social situations and, furthermore, their identities and personal lifestyle 
objectives (Arnould & Thompson, 2005).  
 
A model can be defined as a simplified but organised and meaningful representation of an actual 
system or process. It specifies the key elements in a system and the relationship among these 
elements (Zaltman & Burger, 1975). Three vacation decision models are identified that contain 
lifestyle as one of the primary elements in the early stage of a decision process: the vacation tourist 
behaviour model of Moutinho (1987); the Woodside and Lysonski (1989) general traveller leisure 
destination awareness and choice model; and the vacation decision-making model of Decrop and 
Snelders (2005). Table 2.3 compares these three models.  
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Table 2.3. Three vacation decision models with lifestyle 
           Model 
Element 
Moutinho (1987) 
Woodside & Lysonski 
(1989) 
Decrop & Snelder 
(2005) 
‘Lifestyle’ Element of predecision and 
decision processes 
A traveller variable A primary personal 
factor 
Approaches Process model Structural model Interpretive framework 
Research method Qualitative Exploratory field study Longitudinal study 
Research target Tourists in Portugal 92 young adults in New 
Zealand 
25 Belgians 
Theoretical foundations Nicosia (1966) 
Howard & Sheth (1969) 
Engle et al. (1978) 
Moutinho (1982) 
Um & Crompton (1990) Teare (1994) 
Woodside & 
McDonald (1994) 
(Source: adapted from Decrop, 2006; Moutinho, 1987; Woodside & Lysonski, 1989) 
 
These three models all highlight lifestyle as one influential factor in the preliminary stage of the 
decision-making process, and all are formulated after a qualitative method of investigation. Each of 
these models is discussed below. 
 
2.4.2.1 Vacation tourist decision model 
Moutinho’s (1987) vacation tourist decision model was adopted to investigate tourist vacation 
behaviour in Portugal. In identifying the decision-making process, the author divided this process 
into three parts: pre-purchase; post-purchase; and future decision.  
 
In Moutinho’s (1987) model, destination choice is an obligatory sub-decision among other travel 
decisions, including travel mode, timing, and budget. In the process of decision-making, a large part 
of the motives significant to choice might not be conscious. The model clearly shows that lifestyle 
is one element that had an early influence on decision-making during the pre-decision and decision 
processes stage, and would influence the preference structure of the individual. The preference 
structure for a particular vacation destination is based on individual determinants and environmental 
influences (Figure 2.1). 
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Figure 2.1 Vacation tourist behaviour model 
(Source: Moutinho, 1987, p.40) 
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2.4.2.2 Traveller leisure destination awareness and choice model 
Woodside and Lysonki’s (1989) model shows eight variables and nine relationships with two 
exogenous variables (travel and marketing) that influence traveller destination awareness. The 
destination selection of the traveller is influenced by internal and external variables. One of the 
internal variables is lifestyle, which directly affects destination awareness and destination 
preferences (Figure 2.2). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.2 General model of traveller leisure destination awareness and choice 
(Source: Woodside & Lysonski, 1989, p.9) 
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This model is characterised as a structural model of decision-making that emphases on the evolution 
of destinations including vacation plans in choice sets. Structural models can describe major 
cognitive, affective and behavioural variables involved in decision-making processes as well as 
suggest sequences to connect them. However, these models are limited to a few key variables and 
sometimes fail to explain the complexity of the process and its full range of variables (Decrop, 
2006). On the other hand, process models such as that of Moutinho (1987) focus on the structural 
relationship between input and output. The focus is on the psycho-behavioural variables that 
underpin decision-making, as well as how consumers reach cognitive and affective conclusions, 
before making a final choice (Abelson & Levi, 1985; Decrop, 2006). 
 
2.4.2.3 Vacation decision-making model 
The third model is Decrop and Snelders’s (2004, 2005) vacation decision model, which is based on 
interpretive frameworks within two other models: Teare (1994), and Woodside and MacDonald 
(1994). Decrop and Snelders considered that both of these models recommend a deeper qualitative 
approach to tourists’ decision-making behaviours. Decrop and Snelders’ model used a naturalistic 
approach and grounded theory method to study the vacation destination choice process of 25 
Belgian tourists. Interpretive models hold that tourist choices are not always rational, interactions 
between members of the travel group are important factors in decision-making, and destination 
choice is only one of various travel decisions that a tourist makes (Sirakaya & Woodside, 2005).  
 
After analysing recent decision-making frameworks in tourism studies, Smallman and Moore (2010) 
suggested that a naturalistic decision-making approach is more appropriate due to the complexity of 
the process. The authors categorised Decrop and Snelders’ (2004, 2005) vacation decision-making 
model as a naturalistic analysis as it utilises ethnography and grounded theory. This model is a 
‘process’ study of tourists’ decision-making that narrates orders of events, stages, or cycles of 
choices. 
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A substantial number of contextual factors influence tourists’ vacation decisions (Figure 2.3). 
Several factors are identified that influence this decision-making. Firstly, environmental factors 
(culture, social network, and geo-physical environment) are structural components that include all 
other factors. Secondly, primary and secondary personal factors including age, family situation, 
occupation, personality, and lifestyle are fundamental. Thirdly, personal factors include many 
interpersonal influences that affect group decision-making. Finally, situational factors are key issues 
when final decisions are made. In Decrop and Snelders’ (2005) model, lifestyle and involvement are 
the primary and secondary personal factors that influence the decision-making of an individual. In 
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Figure 2.3 Contextual factors in vacation decision-making 
(Source: Decrop & Snelders, 2005, p. 125) 
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the present study, the importance of involvement and lifestyle has been taken into consideration, 
and are analysed in more depth in sections 2.5 and 2.6. 
 
Vacation decision-making is a continuing process that starts before the trip and continues until the 
trip is concluded. Many decisions need to be made in this process, which is not presented in linear 
sequence. In their study, Decrop and Snelders (2005) developed six types of vacationers: (1) 
habitual; (2) rational; (3) hedonic; (4) opportunistic; (5) constrained; and (6) adaptable. Furthermore, 
Decrop (2010) identified the formation of destination choice sets (CS) through four different 
dimensions: consideration, evaluation, constraints, and choice (Figure 2.4). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.4 The formation of destination choice sets 
(Source: adapted from Decrop, 2010, p. 108) 
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choice would arise from the available set that contains all destinations feasible after considering the 
tourist’s constraints. 
 
All existing 
destinations or 
activities 
Unawareness 
set 
Awareness set 
Evoked set 
Exclusion set 
Dream set 
Unavailable 
set 
Available set Final 
Choice 
MARKET Evaluation Consideration Constraints Choice 
+ 
+/- 
Surrogate set 
- 
39 
 
After the vacationer arrives in the destination, this decision-making process starts again to consider 
all activities that he/she could possibly do. The vacationer would start with all possible activities in 
the awareness set, and then evaluate these activities by considering the evoked set, surrogate set and 
exclusion set. The final choice of destination activity would arise from the available set that 
contained all activities feasible after pondering the constraints. 
 
According to the three vacation decision-making models outlined above, lifestyle is closely related 
to a tourist’s personal context; hence, lifestyle and involvement influence a tourist’s consideration 
of vacation destinations and their related activities. The extent to which each individual is 
connected to a chosen lifestyle can be assessed by the concept of involvement (Gross & Brown, 
2006), and this involvement can assist in explaining an individual’s attachment to or engagement 
with a particular interest (Selin & Howard, 1988). Involvement is therefore related to the 
decision-making of an individual that affects the early stage of the process (Vaughn, 1980). 
 
In order to understand the decision-making process that Slow Food members go through when they 
make their vacation decisions, the present study examines the influences of involvement and 
lifestyle in Slow Food member’s choice sets, as well as the relationships between Slow Food 
involvement, lifestyle, and vacation destination activity of this particular interest group. 
Acknowledging that the decision-making process is an interpretive or process approach that 
involves different stages, the present study examines the decision-making of Slow Food members 
using a more holistic approach. This approach incorporates two different phases in the methodology 
and compares Slow Food members with a control group of non-Slow Food participants (Decrop, 
2006; McKercher et al., 2008). 
 
A table of comparison of the three decision-making models is presented in Table 2.4. All three 
models were developed using a qualitative research method, and all considered the influence of 
lifestyle in the early decision-making stage. Decrop and Snelders’s (2004, 2005) model offers a 
naturalist approach to decision-making by detailing the process and variables involved in vacation 
planning, and is similar to FLAG theory in that it seeks to identify the reasons behind 
decision-making. In this current study, the FLAG model of decision-making is used to interpret and 
understand the decision-making process of Slow Food members.  
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Table 2.4. Table of comparison of three models 
Author/s Theoretical foundations Methodology Contribution 
Woodside & 
MacDonald (1994) 
Lewin (1936, 1951); 
Belk (1975); 
Woodside & Bearden 
(1978) 
Open-ended structured 
interviews; 
Qualitative analysis (cognitive 
mapping) 
Develops a general systems 
framework of tourist 
decision-making 
Teare (1994) Teare & Boer (1991) Participant observation or 
semi-structured interviews; 
Qualitative analysis (grounded 
theory) 
Prior product experience and 
product involvement are the 
core of the decision-making 
process. Ten prepositions were 
tested based around this. 
Decrop & Snelders 
(2005) 
Woodside and 
MacDonald (1994); 
Teare (1994) 
Naturalist analysis, 
ethnography; 
Qualitative analysis (grounded 
theory) 
Presents a contextualised study 
of vacation planning as process 
starting from a naturalist 
perspective 
(Source: adapted from Decrop, 2006; Smallman & Moore, 2010) 
 
2.4.3 The FLAG (fits-like-a-glove) theory 
 
The FLAG model was introduced by Allen (2002) based on practice theory that adopted a process 
approach to decision-making (Woodside, 2006). The context of practice is reflected in Bourdieu’s 
(1984, 1990) works, which detailed how an individual’s social history had a long-lasting impact on 
habitus. Bourdieu compared an athlete’s ‘feel for the game’ to describe the experience of practice, 
that is, the athlete is trained on a daily basis to perform almost spontaneously and instinctually 
according to the evolution of the game (Allen, 2002). 
 
Habitus is defined as: “a product of history, produces individual and collective practices — more 
history — in accordance with the schemes generated by history. It ensures the active presence of 
past experiences, which, deposited in each organism in the form of schemes of perception, thought 
and action, tend to guarantee the ‘correctness’ of practices and their constancy over time, more 
reliably than all formal rules and explicit norms” (Bourdieu, 1990, p. 54). 
 
Similarly, practice theory sees individual behaviour as the habitus of members of a certain group. 
Since these individuals share the same social background, conditions and lifestyle, they tend to have 
similar patterns of behaviour. External factors also influence the habitus of individuals as they are 
exposed to social environments such as family, peers, institutions, and mass media (Woodside, 
2006). Practical experience is defined as being “composed of the entire complex of understandings, 
feelings, and actions evoked in situ” (Allen, 2002, p. 519). The emotional life of an individual is 
related to culture and learning, and emotions exist only in relationship with society and people 
(Burkitt, 1997).  
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The FLAG choice model views each individual choice as influenced by habitus, that is, in the 
moment of decision-making, the individual depends on prior social and historical forces that shape 
his/her experience (Allen, 2002; Woodside, 2006). Contrary to this, rational choice theory and 
constructive choice theory posit that individual choice is made after certain considerations or 
calculations are made. A table of comparison of different choice theories is presented in Table 2.5. 
 
Table 2.5. Comparison of rational choice, constructive choice, and FLAG choice models 
             Model 
Item            Rational choice theory Constructive choice theory FLAG choice theory 
Experience of choice 
Conscious deliberation is 
accompanied by detached 
analysis and calculated 
rationality. 
Subconscious information 
processing possibly is 
accompanied by experience 
of normative pressure and 
negative effect. 
Embodied, holistic 
perceptual comprehension 
is accompanied by 
perfect-fit experience. 
Context of choice 
Choice is determined by 
stable and clearly defined 
goals used to evaluate 
estimated consequences of 
potential alternatives. 
Choice is constructed from 
heuristics triggered in 
relation to a variety of 
factors in the information 
environment. 
Choice is constructed from 
an in situ encounter 
between an embodied 
consumer and an object of 
choice. 
Force that guides choice 
Maximisation of 
value/utility 
Optimisation of 
information-processing 
metagoals via subconscious 
heuristic selection. 
Shaping of the in situ 
encounter by social and 
historical factors is 
incorporated in the 
consumer and embedded 
in the object of choice. 
(Source: Allen, 2002, p. 520) 
 
 
According to the FLAG choice model, people make decisions based on their feelings, past 
experiences, as well as the circumstances of the environment at particular periods of time. Applying 
the FLAG choice model to a vacation decision, tourists consider that vacation destinations and 
destination activities are predestined and provide a perfect fit for them. In this study, Slow Food 
members decided on travel destinations and destination activities according to their personal 
experience in different stages of decision-making. Theories with similar approaches to FLAG are 
presented and explained below to strengthen the context of FLAG theory. 
 
2.4.3.1 The MTP theory and the ecological system theory 
Micro-tipping point (MTP) theory suggests that the mental condition of individuals during 
decision-making is automatically engaged with unconscious and conscious thoughts (Woodside & 
Martin, 2008). The social behaviour of individuals is closely connected with the presence of 
situational factors, which is the opposite of the rational or constructive choice of decision-making. 
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This theory apprehends the automatic reaction of individuals in the presence of self-relevant stimuli 
or emotions (Bargh, 2002; Bargh, Chen, & Burrows, 1996). 
 
Both FLAG and MTP theories have a similar approach to consumer decision-making, that is, 
individuals sometimes cannot explain the result of their decisions since those decisions are made 
almost spontaneously (Bargh, 2002; Bargh et al., 1996). In the FLAG model it is called ‘feel of the 
game’, evoking the performance of an athlete, where he/she reacts naturally without stopping to 
think about the next plan of action. In the MTP model, it is the ‘unconscious’ thoughts that 
individuals have when making a decision. Both FLAG and MTP theories are founded on ecological 
system theory (Woodside & Martin, 2008), which is discussed below. 
 
Ecological system theory says that an individual’s environment is crucial to understand that 
individual’s choice and behaviour (Woodside, 2006). From this perspective, it is the environment 
that a person lives in and interacts with that influences this person’s decision-making and selection. 
The ecological environment of an individual is differentiated into four different contexts: 
microsystem, mesosytem, exosystem, and macrosystem (Bronfenbrenner, 1977). A microsystem is 
the complex of relations that the person has immediate interaction with, for example, family, school 
and workplace. Lifestyle can be positioned in this microsystem, and has a direct influence and 
contributes to habitus. A mesosystem is the setting of interrelations where the person interacts at a 
particular period of life. For example, as a teenager, the mesosystem involves interactions among 
family, school, and peer group. In other words, a mesosystem is a system of microsystems. An 
exosystem is an extension of the mesosystem that includes formal and informal social structures, for 
example, the neighbourhood, the distribution of goods and services, communication and 
transportation facilities, and agencies of government. Thus, a macrosystem contains micro-, meso- 
and exosystems, and is the overarching institutional pattern of a person’s culture and subculture, 
including political, social, legal, educational and economic systems (Figure 2.5). 
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Figure 2.5 The ecological system environment 
(Source: adapted from Bronfenbrenner, 1977, p. 514) 
 
 
The ecological system is used by Raymore (2002) to explain behaviour constraints. The author 
suggested the use of ‘facilitator’ instead of ‘constraint’; metaphorically speaking, the difference is 
between saying ‘the cup is half full’ and ‘the cup is half empty’. There are three levels of facilitators: 
intrapersonal, interpersonal, and structural. Intrapersonal ones include individuals’ characteristics and 
beliefs that assist the formation of preferences and motivate participation in specific activities. 
Interpersonal facilitators are individuals or groups that assist the development of preferences and 
inspire participation in specific activities. Structural facilitators are social and physical entities, 
organisations, or belief systems that influence an individual’s leisure preferences. Hence, there are 
similarities here to the macrosystem of an ecology perspective. 
 
While lifestyle is one of the primary factors in decision-making (Decrop, 2006; Mountiho, 1982; 
Woodside & Lysonski, 1989), a closer examination is required to better understand its influences on 
vacation travel behaviours in order to assess this from the perspective of deeper influential variables 
on decision-making (Sirakaya & Woodside, 2005). The FLAG theory along with similar 
decision-making theories MTP and Ecological Systems form the framework of this study to 
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understand the vacation decision-making of international Slow Food members from the perspective 
of lifestyle being one of its main influential factors.  
 
Appendix F provides a list of vacation decision-making studies in tourism, demonstrating that a 
broad range of studies has targeted specific destination regions in Eastern and Western countries. 
Past studies that have used FLAG, MTP and ecological system theories have mainly been 
qualitative studies (Allen, 2002; Martin, 2010; Woodside, Caldwell, & Spurr, 2006; Woodside & 
Martin, 2008). It is argued that ‘process’ studies in decision-making that integrate both rational and 
irrational approaches are needed to understand tourist destination choice selection (Smallman & 
Moore, 2010). Decrop and Snelder’s (2005) model and FLAG theory are based on a naturalistic 
approach that considers decision-making as a process (Woodside, 2006). Sirakaya and Woodside 
(2005) highlighted the need for future studies in service characteristics, choice set, decision rules, 
and underlying variables that affect decision-making, including lifestyle. Echoing the above, in this 
present study, Slow Food members’ vacation decision-making was assessed from a lifestyle 
perspective using both qualitative and quantitative analyses. Prior to discussing lifestyle, the 
concept of involvement is introduced in Section 2.5. As involvement can be used to explain the 
degree that an individual is connected to a chosen lifestyle (Gross & Brown, 2006), this study is 
particularly focused on the involvement of participants in Slow Food. 
 
 
2.5  Involvement 
 
Previous studies on vacation decision-making as well as decision-making models have shown the 
influences of involvement and lifestyle on an early stage of decision-making process (Decrop & 
Snelders, 2005; Smallman & Moore, 2010; Woodside & Lysonski, 1989). 
 
Involvement theory has been broadly used in consumer research in the past two decades. It was first 
introduced by Sherif and Cantril (1947) through the concept of ego-involvement that linked an 
individual’s values with an issue or object (Mitchell, 1979). Ego-involvement can be defined as, 
“the state of identification existing between an individual and an activity, at one point in time, 
characterised by some level of enjoyment and self-expression being achieved through the activity” 
(Selin & Howard, 1988, p. 237). Ego-involvement is initiated by a stimulus that the individual 
perceives to be important, is questioned by, in conflict with, or relevant to the individual’s 
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awareness. This stimulus must be at the centre of the value system and perceived as important by 
this individual (Selin & Howard, 1988).  
 
For a long time, involvement remained just a concept that was discussed in literature, until a study 
conducted by Bloch and Bruce (1984) drew attention to the need for empirical investigation in the 
area of leisure. These authors also presented a conceptual model in their study. Many scales to 
measure involvement were introduced in the same period, perhaps coincidentally. These include the 
Consumer Involvement Profile (CIP) by Laurent and Kapferer (1985) and the Personal Involvement 
Inventory (PII) by Zaichkowsky (1985). 
 
A complete list of different studies on involvement with their respective definitions from 1978 to 
1988 was provided by Andrews, Durvasula, and Akhter (1990). It included definitions of 
ego-involvement, response involvement, personal involvement, situational involvement, advertising 
involvement, response involvement, cognitive involvement, affective involvement, enduring 
involvement, high involvement, and low involvement. The authors classified these different kinds 
of involvement into four research streams with their respective distinguishing characteristics: 
strategies for attention/processing, personal/situational, audience/process involvement and 
enduring/product involvement. Through content analysis, O'Cass (1998) also provided a list of 
involvement studies from 1960 to 1997.  
 
The definition of involvement by Zaichkowsky (1985, p. 342) is, “a person’s perceived relevance of 
the object based on inherent needs, values, and interests”. Mitchell (1979, p. 195) viewed 
involvement as “an individual level, internal state variable that indicates the amount of arousal, 
interest or drive evoked by particular stimulus or situation”. Havitz and Dimanche (1990, p. 184) 
proposed the following definition of involvement: “a psychological state of motivation, arousal, or 
interest between an individual and recreational activities, tourist destinations, or related equipment, 
at one point in time, characterised by the perception of the following elements: importance, pleasure 
value, sign value, risk probability, and risk consequences”. The core subject of the above definitions 
relies on the internal facets of an individual. 
 
The cognitive approach of involvement positions it as an interactive mediating variable affecting 
the predisposition to respond (Laaksonen, 1994). This means that involvement is an antecedent to 
consumer’s response. Involvement has been proven to be involved with the decision-making of the 
individual (Selin & Howard, 1988; Suh, Lee, Park, & Shin, 1997; Vaughn, 1980). It is an important 
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mediator of consumer behaviour that has two components: intensity and direction. Intensity refers 
to the level of drive, while direction refers to the stimulus object (Mitchell, 1979). 
 
In order to assess involvement, components and antecedents of involvement have been discussed in 
the literature (Backman & Crompton, 1991; Green & Chalip, 1998; Havitz, Dimanche, & Bogle, 
1994; Laurent & Kapferer, 1985; Mittal & Lee, 1989; Selin & Howard, 1988). Many studies opted 
for a multidimensional approach based on the premise that as involvement is complex there is a 
need to measure it using multiple constructs. One of the most used measurement tools is the 
Consumer Involvement Profile (CIP) that assesses involvement using five antecedents (Laurent & 
Kapferer, 1985, p. 43):  
 
(1) The perceived significance of the product (its personal meaning);  
(2) The perceived risk related to the product that is divided into two different facets: the perceived 
significance of negative implications for bad choices and the perceived probability of making this 
error;  
(3) The symbolic value the customer attributes to the merchandise, its acquisition, or its 
consumption; 
(4) The emotional or hedonic value of the product and its capacity to offer pleasure and affects. 
 
A new construct of ‘centrality to lifestyle’ was added to CIP by Wellman, Roggenbuck, and Smith 
(1982). McIntyre (1989) used the revised version of CIP in a study of campers in Southeast 
Queensland to justify that enduring involvement could replace a personal meaning of participation 
or commitment. Further research has either entirely or partially adopted these constructs in tourism 
and leisure studies (Gross & Brown, 2006, 2008; Gursoy & Gavcar, 2003; Kyle, Graefe, Manning, 
& Bacon, 2004; Kyle & Mowen, 2005; Wiley, Shaw, & Havitz, 2000). Another study that tested the 
performance of CIP on US consumers confirmed that the constructs are reliable (Rodgers & 
Schneider, 1993). 
 
The multifaceted approach to involvement measurement is supported by Havitz and Dimanche 
(1990). The authors suggested 15 propositions to test the involvement constructs in leisure and 
tourism contexts. These findings were reviewed almost a decade later in two subsequent works 
(Havitz & Dimanche, 1997, 1999) that called for the need to diversify the target population of 
involvement studies.  
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The Personal Involvement Inventory (PII) developed by Zaichkowsky (1985, p. 342) assesses 
involvement in three areas: 
 Personal  — awareness, beliefs, or desires that stimulate a person to obtain an object; 
 Physical — features of the object differentiate and increase awareness; 
 Situational — where relevance or awareness toward the object temporarily increases. 
 
Subsequently, a modified version of PII was introduced and used in leisure studies (McCarville, 
Crompton, & Sell, 1993; McQuarrie & Munson, 1987). Zaichkowsky (1994) also presented a 
revised version of PII, dividing it into two subscales with five items examining affective 
involvement and five items examining cognitive involvement. Some researchers stated that PII 
measures the involvement construct per se, and that CIP measures antecedents of involvement 
(McColl-Kennedy & Fetter, 1999; Mittal & Lee, 1989). However, researchers who supported CIP 
stated that CIP is more complex than PII due to its multidimensionality in measuring involvement 
(Dimanche & Havitz, 1995; Dimanche, Havitz, & Howard, 1991; McIntyre, 1989). 
 
A previous study used PII to measure consumers’ intrinsic sources of personal relevance in playing 
tennis (Celsi & Olson, 1988). Another study used a revised version to examine the influence on 
aerobic programs users of price expectations, actual activity patterns, and intent to enrol by 
comparing both professional and non-professional services (McCarville et al., 1993).  
 
All experiments associated with involvement were first tested on tangible products (Mittal & Lee, 
1989; Zaichkowsky, 1985), and gradually evolved to include intangible products or processes such 
as destination choice (Josiam, Smeaton, & Clements, 1999), loyalty (Park, 1996), perceived service 
quality (Suh et al., 1997), information search (Manfredo, 1989), purchasing decision (Green & 
Chalip, 1998), gambling behaviour (Jang, Lee, Park, & Stokowski, 2000; Park, Yang, Lee, Jang, & 
Stokowski, 2002), and place attachment (Gross & Brown, 2006). 
 
The variable involvement appears in tourism and leisure literature from different perspectives, that 
is, as antecedent (Havitz & Dimanche, 1990; Kyle & Mowen, 2005), as involvement itself 
(Beharrell & Denison, 1995; Havitz et al., 1994), as a consequence of other variables such as 
commitment (Iwasaki & Havitz, 1998), as loyalty (Backman & Crompton, 1991), and as 
willingness to pay (McCarville et al., 1993). In past studies, involvement has been found to engage 
with the decision-making process of an individual (Selin & Howard, 1988; Vaughn, 1980). The 
present study adopts the stream of enduring/product involvement that focuses mainly on the 
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individual being treated as a psychological variable, which could partially explain individual 
attachment or engagement with a particular interest (Havitz & Dimanche, 1997; Selin & Howard, 
1988). 
 
2.5.1 Involvement and tourism 
 
The concept of involvement has assisted in understanding consumer behaviour to measure objects 
such as jeans and VCRs (Mittal & Lee, 1989). The use of the involvement concept in tourism and 
leisure context has been found to receive higher intensity than in non-leisure contexts (Havitz & 
Mannell, 2005). A study to find travel motivation and destination selection targeted college student 
on Spring Break vacation (Josiam et al., 1999). The study analysed the relationship between the 
involvement construct and push/pull motivation factors in destination choice by college students 
while taking their Spring Break in Panama City Beach, Florida, USA. The data was analysed 
quantitatively and showed a high level of involvement connected with pull factors of Panama City 
Beach, given that Florida is a well-known destination for college Spring Breakers. Fesenmaier and 
Johnson (1989) used secondary data to segment the US market for local travel by involvement level. 
 
To test enduring involvement as a possible replacement for personal meaning of participation, 
McIntyre’s (1989) study used a revised version of CIP constructs (enjoyment, importance, 
self-expression) and centrality to lifestyle. The revised instrument was used in a southeast 
Queensland (Australia) camping setting to examine the level of commitment to camping and choice 
of campground. The result showed that enduring involvement could predict the choice of a place in 
which to camp, especially the construct ‘centrality to lifestyle’, which was the most useful 
dimension in terms of prediction. Another study investigated interpretation services used in five 
National Parks in Taiwan and tested the relationship between tourists’ involvement, interpretation 
satisfaction, and place attachment. Tourists’ involvement demonstrated a positive effect on place 
attachment and on perceived interpretation service quality (Hwang, Lee, & Chen, 2005). 
 
An earlier study by Havitz and Howard (1995) used CIP to distinguish between enduring and 
situational properties of involvement with seasonal recreation activities. In their study, more than 
280 participants of three recreational activities (golf, downhill skiing, windsurfing) completed an 
in-season questionnaire, and were followed up to fill in an off-season questionnaire. When 
in-season and off-season data were compared, some of the constructs demonstrated stability 
(importance, pleasure) between seasons, but others did not (sign, risk). 
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CIP, PII and the PII revised version have been used to assess different components of service quality 
in Korean deluxe hotels (Suh et al., 1997). The results showed the need to alter the items in the 
scale according to the type of service. Involvement was also used to segment different markets. 
Further involvement studies have targeted casino gamblers in Colorado, US (Park et al., 2002), rock 
climbers (McIntyre, 1992), kayaking program participants in the USA (Schuett, 1993), and cycle 
tourists in Australia (Ritchie, Tkaczynski, & Faulks, 2010).  
 
2.5.2 Involvement and food 
 
Researchers introduced food involvement and wine involvement scales as a response to the 
importance of these two factors in the field of tourism. Two studies used the Food Involvement 
Scale (FIS) as possible mediators of sensory discrimination and food choice. The studies involved 
university undergraduates and lab employees in UK, with the results showing that FIS appeared to 
mediate changes in food selections and food selection patterns (Bell & Marshall, 2003; Marshall & 
Bell, 2004). 
 
Two studies investigated destination marketing in the state of South Australia, with a new construct 
‘food and wine’ added to the involvement scale (Gross & Brown, 2006, 2008). A Wine 
Involvement Scale (WIS) was developed based on CIP scales, and tested in wine clubs and wine 
events in Western Canada (Brown, Havitz, & Getz, 2006). In a later study, Pratt (2010) used the 
WIS instrument to explore the moderating effects involvement with wine on behaviour, with the 
results suggesting that consumers with high involvement were more similar to wine tourists 
compared to those with a low level.  
 
The involvement scale of Zaichkowsky’s PII was used to segment wine tourists in a study by Yuan, 
Morrison, Cai, Dodd, and Linton (2008). Their study measured the effect of wine involvement on 
wine tourism behaviour, attitude, self-image and intention to visit wine festivals, and classified wine 
tourists into high, medium, and low involvement. Based on the theory of reasoned action, a study 
by Olsen (2001) investigated involvement with seafood by targeting families in Norway to examine 
their seafood eating frequency with relation to attitude, negative feelings, social norms, and moral 
obligation. 
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Given that individuals have different lifestyles, the extent to which any individual is connected to a 
chosen lifestyle can be explained through the concept of involvement (Gross & Brown, 2006). Thus, 
this present study includes lifestyle as a consequence of involvement to study Slow Food members’ 
vacation decision-making and travel activities preferences. In order to measure enduring 
involvement in Slow Food of members, an adapted version of CIP scales derived from McIntyre 
(1989) and Jang et al. (2000) has been used in this current study.  
 
A summary of involvement studies is presented in Appendix G. These studies were predominantly 
quantitative, and used different instruments such as PII and CIP or their revised versions to measure 
involvement. Most of these studies targeted specific national cultures, with diverse cultural 
background studies uncommon. The target population of these studies evolved from pure product to 
service and process, such as jeans, VCRs, fitness programs, gambling, cycling, and destination. 
Involvement is also commonly used as a segmentation tool (Havitz et al., 1994; Park et al., 2002; 
Park, 1996), with Havitz and Dimanche (1999) calling for more diversity in the target population. 
However, Slow Food involvement and international Slow Food members have not been targeted in 
previous studies in tourism.   
 
 
2.6 Lifestyle 
 
Lifestyle is one of the primary elements in the vacation decision-making of tourists, and also one of 
the underlying variables of the decision-making process that requires further investigation (Sirakaya 
& Woodside, 2005).  
 
The word ‘lifestyle’ is one of the most commonly used terms in modern English with more than 30 
different definitions (Veal, 1991, 1993). Descriptions of this concept can be found in the disciplines 
of psychology, sociology, health, economics, marketing, consumer behaviour, leisure and tourism. 
The present study uses the term ‘lifestyle’ from two main perspectives: decision-making and 
segmentation. In the first perspective, lifestyle is analysed from the point of view of the individual 
and characterises his/ her way of living. In the second approach, marketing segmentation is applied 
to explain different segmentation tools using psychographics.  
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2.6.1 Lifestyle and decision-making 
 
The literature has revealed different research approaches to lifestyle, including psychological, 
sub-cultural, market research and psychographics, socialist lifestyles, spatial, gender, consumer 
culture and so on (Veal, 1991). The definition of lifestyle by Veal (1991, p. 19) is that, “lifestyle is 
the pattern of individual and social behaviour characteristic of an individual or a group”. A simpler 
definition of lifestyle for most sociologists is, “a distinctive, hence recognisable, mode of living” 
(Sobel, 1981, p. 28). 
 
From the decision-making point of view, individual behaviour is influenced by both micro and 
macro environments (Bronfenbrenner, 1977), and the lifestyle of a person is one of the key 
influential elements in the final decision. The concept of lifestyle first appeared in Thorstein 
Veblen’s (1899) The theory of the leisure class. In his treatise, Veblen stated that human beings are 
constantly in search of honour, prestige and status, and when an individual is perceived to have 
more wealth, more leisure time and more possibility to consume goods, this individual has a higher 
degree of personal satisfaction. 
 
The concept of lifestyle was described by Alfred Adler (1928) from a psychological perspective, 
and first appeared in his writing in 1926 when he referred to it as a life plan or life line. A few years 
later, Adler introduced the term style of life and identified five Roots and five Attitudes of 
personality priority development to predict patterns of behaviour throughout a person’s life, which 
emanate from patterns of behaviour formed in childhood. This served as the basis of the Adlerian 
school of psychology (Ansbacher, Adler, & Ansbacher, 1956), which identified and assessed 
individual lifestyle through observation of behaviour, analysis of family constellation, and 
examination of early recollection (Baruth & Eckstein, 1981). 
 
In cognitive psychology, behavioural intentions are influenced by values, attitudes and desires. 
Cognitive psychology deals with how people gain, process, and store information. This information 
is then transformed into knowledge and used to direct our attention to behaviour (Wagner, 2003). 
Figure 2.6 shows the Fishbein model of explanation of behaviour. 
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Figure 2.6 Fishbein model of explanation of behaviour 
(Source: Wagner, 2003, p. 17) 
 
 
Sociologist Max Weber used the term ‘lifestyle’ before Adler, giving it a similar meaning to that of 
‘subculture’ (Baruth & Eckstein, 1981). Weber discussed the sociological meaning of ‘class’, 
‘status’ and ‘power’ from their sociological importance, and in doing so introduced the term 
‘lifestyle’ (Sobel, 1981). This term was later used in consumer culture, with lifestyle defined as an 
expression of consumption through different aspects (Featherstone, 1987). 
 
Bourdieu (1984, 1990) elaborated on the notion of habitus as being related to lifestyle and taste. 
From Bourdieu’s point of view, consumers operate according to ‘a logic of distinction’ in which 
economics and cultural capital play a fundamental role, with consumers embodying this distinction 
according to their own taste. The notion of habitus is written in the body through past experience 
and manifests through lifestyle (Sassatelli, 2007). The body carries and accumulates past memories 
and displays this lifestyle through choice; hence, model of car, brand of clothing and type of food 
are all examples of ways that lifestyle can be manifested. 
 
Thus, lifestyle reflects the habitus of a person and becomes the systematic product of that habitus 
(Figure 2.7). Taste becomes the generative formula of lifestyle, where lifestyle can be reflected 
symbolically in different dimensions such as furniture, clothing, language or body hexis (Bourdieu, 
1984). It can be said that consumption is cultural in that we display our taste through consuming; 
hence, taste is not a personal whim but is socially structured (Slater, 1997). In other words, the 
display of our taste is closely related to the social class to which we belong, or aspire to belong. 
From Bourdieu’s point of view, each individual accumulates stocks of cultural and economic capital 
through a process of learning (Trigg, 2008), and manifests this capital through consumption. 
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Figure 2.7 The sequence of habitus, lifestyle, and taste 
(Source: adapted from Bourdieu, 1984, p. 171) 
 
 
2.6.1.1 Lifestyle and tourism 
The concept of lifestyle can provide a basic framework for analysis in tourism and leisure studies 
(Veal, 1989, 1993). Veal analysed lifestyle from different angles, and one of these approaches was 
choice. In most societies with freedom of behaviour, lifestyle involves choices that people make 
over time, with a lack of choice sometimes being related to a lack of power (Veal, 1993). With the 
power of choice, people can decide which lifestyle they want to have, and pursue it. All the 
different choices that people make while travelling, then, involve expressions of their lifestyles. 
 
Based on Maslow’s hierarchy of needs, Pearce’s (1991) travel career ladder shows how travel 
behaviour displays different needs. According to this model, vacation destinations and activities are 
chosen according to the lifestyle, personality and motivational profile of each individual (González 
& Bello, 2002). Vacation destination activity of a tourist is also directly associated with lifestyle of 
the tourist. The activity chosen by a vacationer is decided on the basis of the perceived stimulation 
level of one’s work, social life and leisure activities (Wahlers & Etzel, 1985). 
 
In a study of vacation type as expression of lifestyle, Crask (1981) identified distinct vacation types 
based on vacation interests of different lifestyle groups. Crask highlighted five different vacation 
segments that differ demographically and with respect to their magazine readership patterns. The 
five groups are ‘R&R vacationer’, ‘Sightseer’, ‘Cost conscious/attraction-oriented’, ‘Sport 
enthusiast’, and ‘Camper’.  
 
From a destination marketing or DMO point of view, lifestyle can be a theme to be exploited in 
promoting local tourism. For example, the state of South Australia has embraced lifestyle tourism in 
its destination marketing. Through a concept of involvement derived from lifestyle, Gross, Brien, 
and Brown (2008) measured lifestyle tourism from six dimensions: centrality to lifestyle, attraction, 
Lifestyle Habitus Taste 
Conditions of 
existence 
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self-expression, food and wine, place attachment, and place identity. The results supported the 
viability and utility of lifestyle tourism strategy for the marketing of a destination. Several studies 
have highlighted a lifestyle-led marketing opportunity for Australian rural areas, and South 
Australia in particular, to be marketed as lifestyle tourism destinations (Gross & Brown, 2006; 
Walmsley, 2003). Further, Dredge (2001) advocated that Lake Macquarie, Newcastle, Australia be 
promoted as a leisure lifestyle region, while a later study by Scott and Parfitt (2004) examined three 
different approaches of lifestyle studies in Australia.  
 
The second approach to lifestyle in this study is segmentation. When applying lifestyle as a special 
kind of market segmentation, research in this area has adopted the specific name of 
‘psychographics’, a term first introduced by Demby (1974) that blends ‘psychology’ and 
‘demographics’. The first wave of psychographic research concentrated on personality profiles, 
while the second wave replaced the personality concept with the concept of ‘lifestyle’. In general, 
lifestyle or psychographic research is based on extensive surveys using adequate quantitative 
methods (Vyncke, 2002; Wells, 1975). 
 
Psychographics influence an individual’s everyday routine, activities, interests, opinions, values, 
needs and perceptions (Mayo & Jarvis, 1981). Market research into lifestyle is usually linked with 
psychographics, which through surveys and analytical studies focuses mainly on values, attitudes 
and market segmentation. Market research literature on lifestyle began in the 1960s in response to 
increasing demand to find a better market segmentation base by segmenting people based on their 
values (Veal, 1991). The notion of lifestyle and its relationship with marketing was first presented 
by Lazer (1963). Lazer defined lifestyle as, “…a systems concept. It refers to the distinctive mode 
of living, in its aggregative or broadest sense…. It embodies the patterns that develop and emerge 
from the dynamics of living in a society” (Lawson & Todd, 2002, p. 296). Lifestyle is therefore 
something that a person develops and coexists with over his/her entire life. 
 
Lifestyle research is a quantitative research procedure that addresses how a person lives and spends 
time and money (Tai & Tam, 1996). Clearly, psychographic research is a useful tool to help 
marketers to understand their target market segment (Bruwer, Li, & Reid, 2002). Lawson and Todd 
(2002) presented a detailed explanation of the relationship of lifestyle and psychographics. They 
confirmed that lifestyles were sited within the context of psychological segmentation three New 
Zealand’s national consumer lifestyle surveys in 1989, 1995 and 2000 as examples. The three surveys 
used forward segmentation where AIO (activities, interests and opinions) attitudinal statements 
schedules were utilised to categorise respondents. 
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Psychographic variables are useful to identify and segment market. Psychographics chart people’s 
activities (what they do), interests (what they want), and opinions (what they think) (Cahill, 2006). 
Lifestyle studies are based on large number of AIO items that are then simplified into a small 
number of dimensions. The outcome, called a value map or an attitude map is used to classify 
people leading to lifestyle segments. Instruments such as VALS2, RISC, LOV and 4C work primarily 
in this manner (Bruwer et al., 2002). A detailed list of tourism studies from 1969 to 1998 that used 
AIO as their instrument has been provided by Gonzalez and Bello (2002). 
 
2.6.1.2 Lifestyle and food 
As food (including wine) has become a core area for study, psychographic research has targeted 
food consumers, wine consumers, or both. European food consumption patterns have been analysed 
and results have indicated that differences in food consumption across European countries are 
diminishing. The most homogenous countries are Belgium, Portugal, Greece and Italy, with Spain, 
Ireland, Norway and Austria standing out as more heterogeneous (Gracia & Albisu, 2001). The 
study by Gracia and Albisu (2001) also compared economic and socio-demographic characteristic 
influences in food consumption, as well as rising concerns about food quality and safety. 
 
Food event tourist motivation was assessed by adopting push/pull theory in a study of a two-day 
food festival in a southwestern state of the USA (Kim, Goh, & Yuan, 2010). Fourteen push items 
and fourteen pull items were developed, with the study gathering 305 usable questionnaire 
responses that were analysed quantitatively. Three push factors (knowledge and learning, fun and 
new experiences, and relaxation with family) and three pull factors (area quality and value, quality 
of event, and food variety) were generated from the study. 
 
In 1993, Grunert developed an instrument to measure food-related lifestyle (FRL) and a detailed 
discussion is presented in Section 2.6.1.3. Based on Grunert’s FRL, Bruwer, Li, and Reid (2002) 
designed a wine-related lifestyle (WRL) research instrument with five dimensions: (1) wine 
consumption situations; (2) ways of shopping; (3) quality/attributes; (4) drinking rituals; and (5) 
consequences of wine consumption. The instrument was tested to segment the Australian domestic 
wine market in Adelaide, South Australia through personal interviews with 302 households. Five 
wine-related lifestyle segments were found. 
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Another psychographic study that targeted wine tourists in South Africa used a structured 
questionnaire adapted from a past survey. The study probed the existence of psychographic 
motivations in South African wine tourists (Tassiopoulos, Nuntsu, & Haydam, 2004). In a study of 
winery tourists in Matakana, New Zealand, the LOV (list of values) approach was selected as the 
central element of measurement (Simpson, Bretherton, & de Vere, 2004). The results showed that 
winery visitors were well-educated professionals with a well-developed set of expectations in terms 
of quality of the wine tourism experience. The authors differentiated two segments in winery 
tourists: ‘achiever’ and ‘fun-lover’.  
 
2.6.1.3 Food-related lifestyle 
Lifestyles determine food consumption patterns and identify consumer segments (Gracia & Albisu, 
2001). The concept of food-related lifestyle was introduced by Grunert (1993), and the validity of 
the FRL instrument tested cross-culturally by Brunsø and Grunert (1995). After its introduction, the 
instrument was used and tested in several European and Asian countries.  
 
FRL can be defined as “the system of cognitive categories, scripts, and their associations, which 
relate a set of food products to a set of values” (Grunert, Brunso, & Bisp, 1993, p. 13). The 
instrument to measure FRL consists of 69 Likert-type attitudinal items that measure 23 dimensions 
(3 items for each dimension) that fit into one of the five different areas of food-related lifestyle 
(Askegaard & Brunso, 1999). A revised version of FRL was tested by Scholderer, Brunso, Bredahl, 
and Grunert (2004) to enhance cross-cultural validity, the authors substituted a number of 
problematic items in the original FRL. The ensuing instrument demonstrated superior performance, 
and the authors suggested its use in further consumer studies.  
 
The FRL approach is cognitive, deductive rather than inductive, and different from other lifestyle 
segmentation instruments such as VALS. This approach retains the questionnaire but, the dimensions 
to be assessed are developed in advance, with the appropriateness of questionnaire items to evaluate 
these dimensions examined by confirmatory analysis. According to different lifestyles, a person’s 
shopping scripts, meal preparation scripts, desired higher-order product attributes, usage situations, 
and desired consequences vary (Grunert, 1993). Most lifestyle studies have used a cognitive, 
inductive approach that came about with very little theoretical guidance. Grunert’s FRL (Figure 2.8) 
is formulated based on Kelly’s (1955) tradition of describing lifestyle as: “a set of mental constructs, 
which interrelates perceptions of the surroundings with aims and behaviours” (Grunert 2006, p. 
150). 
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Figure 2.8 A cognitive structure for food-related lifestyle 
(Source: Grunert, 2006, p. 150) 
 
The five constructs of FRL contribute to the connection between food products and values. Table 
2.6 presents the complete list of FRL factors identified.  
 
Table 2.6. Five constructs of food-related lifestyle (FRL) 
Constructs Possible Elements Factors Identified 
Ways of shopping How do people shop for food products? Is their 
decision-making characterised by impulse buying, or by 
extensive deliberation? Do they read labels and other 
products information, or do they rely on the advice of 
experts such as friends or sales personnel? Do they shop 
themselves, or through other members of the family, 
and in which shops—one-stop shopping versus 
speciality food shops? 
Importance of product information 
Attitude towards advertising 
Joy of shopping 
Speciality shops 
Price criterion 
Shopping list 
Quality aspects How are products purchased and transformed into 
meals? How much time is used for preparation? Is 
preparation characterised by efficiency, or by 
indulgence? Is it a social activity, or one characterised 
by family division of labour? To what extent does it 
involve technical aids? Human help? To what extent is 
it planned or spontaneous? 
Health 
Price-quality-relation 
Novelty 
Organic products 
Tastiness 
Freshness 
Cooking methods What is expected from a meal, and what is the related Involvement with cooking 
 
Values 
Perceptions Behaviour 
Purchasing 
motives 
Quality 
aspects 
Consumption 
situations 
Ways of 
shopping 
Cooking 
methods 
58 
 
importance of these various consequences? How 
important is nutrition compared to the social event? 
How important are emotional/feeling consequences and 
hedonism? 
Looking for new ways 
Convenience 
Whole family 
Spontaneity 
Women’s task 
Consumption 
situations 
This refers not to solid attributes of individual products, 
but to attributes that may relate to food products in 
general. Examples are healthy, nutritious, natural, fancy, 
exclusive, or convenient. 
Snack versus meal 
Social event 
Purchasing motives What are ‘the’ meals? How are they spread over the 
day? Which products are typical for which meal? In 
which environment do they take place? Is a meal 
perceived differently when eaten alone, rather than with 
the family? With friends, guests? 
Self-fulfilment in food 
Security 
Social relationships 
(Source: adapted from Askegaard & Brunso, 1999, p. 67; Grunert et al., 1993, p. 31) 
 
The FRL instrument has been tested with Australian households (Reid, Li, Bruwer, & Grunert, 
2001), Croatian families (Kesic & Piri-Rajh, 2003), rural and urban consumers in Ireland (Cullen & 
Kingston, 2009), Singaporean families (Askegaard & Brunso, 1999), and in European countries 
(Buckley, Cowan, McCarthy, & O'Sullivan, 2005; O'Sullivan, Scholderer, & Cowan, 2005; 
Scholderer et al., 2004; Wycherley, McCarthy, & Cowan, 2008).  
 
2.6.1.4 Lifestyle and travel 
Psychographic variables are useful to identify and segment markets, with lifestyle studies using 
large psychographic elements such as AIO (activities, interests and opinions) to determine tourists’ 
motives to travel and their destination selection (González & Bello, 2002). Many studies have 
focused on how and what motivates people to travel, especially from intrinsic and extrinsic 
positions (Chen, Huang, & Cheng, 2009; Hsu, Tsai, & Wu, 2009; Lanzendorf, 2002). The push and 
pull factors in travel motivation were first used by Crompton (1979, p. 416) who developed the 
following push and pull motives of tourists to travel: “socio-psychological; escape from a perceived 
mundane environment; exploration and evaluation of self; relaxation; prestige; regression; 
enhancement of kinship relationships; facilitation of social interaction; cultural motives; novelty; 
and education”.  
 
Push factors are internal factors that drive an individual to travel, and pull factors are external 
factors for travellers to select the how, when and where to travel (Hawes, 1988). Once a travel 
decision is made, pull factors are those that attract people to the destination, and could include 
tangible and intangible cues such as natural and historic attractions, people, food, recreation 
facilities and marketed image of the place (Lam & Hsu, 2006). Push factors are useful to explain the 
desire for travel, while pull factors assist in the illustration of actual destination choice (Timms & 
Conway, 2011).  
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Among all push factors, ‘escape from the ordinary’ has been a central topic in subsequence studies 
as a motivating factor for tourists to visit a destination (Andreu, Kozak, Avci, & Cifter, 2005; Hsu 
et al., 2009; Yuan & McDonald, 1990). A comparative study between travellers from UK and Japan 
found UK travellers had higher interest in ‘escape from the ordinary’ than travellers from Japan 
(You, O'Leary, Morrison, & Hong, 2000). It has been established that the external values of a 
person influence ‘escape’ as a travel motivation. External values are object directed and are 
constructed based on knowledge, for example on experience or knowledge of a situation. In contrast, 
if values are internally dominant, the site of control of these values depends on the individual (Li & 
Cai, 2011).  
 
Lifestyle or psychographic studies provide rich information about tourists, and assist in the 
development of a better marketing mix for DMOs (Crompton, 1979). Psychographic studies in 
tourism have investigated the travel behaviour of foreign and domestic travellers and non-travellers 
(Woodside & Pitts, 1976), vacation experience (Etzel & Woodside, 1982), why people travel (Shih, 
1986), vacation motive and personal value (Thrane, 1997), and the student travel market (Reisinger 
& Mavondo, 2004). Schul and Crompton (1983) formulated a list of travel-specific lifestyle to 
predict external search behaviour of participants. The 16 AIO travel statements reveal six factors in 
the study: (1) cultural interest; (2) comfort; (3) familiar/convenience; (4) activity; (5) opinion 
leadership; and (6) knowledge seeker. 
 
Studies on destination behaviour have also used lifestyle as the main variable of measurement. For 
example, Lee and Sparks (2007) used lifestyle to compare travel behaviour of Korean Australians 
and Koreans in Korea. Their study identified four clustered segments based on seven travel lifestyle 
factors, and suggested that the travel behaviour of Korean Australians was assimilated with 
Australians due to lifestyle adopted in Australia. Also, using lifestyle as the main variable of 
measurement, Tai and Tam (1996) compared lifestyles of Hong Kong and Singapore consumers, 
and found that while respondents from Singapore are more home-oriented and environmentalist, 
respondents from Hong Kong are more traditional and conservative.  
 
While there is no movement that promotes slow travel or slow tourism, the emergence of slow 
travel and slow tourism as a travel lifestyle does represent the tension that people face in modern 
life. Hence, because of this tension and a high speed social environment, people may search for 
‘slow’ ways to travel and to enact tourism (Moore, 2012). Slow travel and tourism are characterised 
by proponents embracing a slow pace of life. Sugiyama and Nobuoka (2007, p. 3) defined slow 
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tourism as a, “type of trip that enables self-realisation through doing or being slow, enabling close 
observation rather than simply sightseeing”, while other authors viewed slow travel and tourism 
from the perspective of gaining environmental benefits. This is because people may travel less to 
reach a destination and, once there, use more sustainable methods of travel (Caffyn, 2012; Conway 
& Timms, 2012). Differences between fast and slow tourism are listed by Murayama and Parker 
(2012) in Table 2.7. 
 
Table 2.7. Features of fast tourism vs. slow tourism 
Dimensions Fast tourism Slow tourism 
Relationship Instant Harmonious 
Ownership Outside capital Locally owned, individual/cooperative 
Local people Marginalised Main actors 
Scale Often larger Mainly smaller 
Size Accommodate larger groups Mainly individuals, families or small 
friendship groups 
Activity Hoping/passive Doing/active/being 
Value Efficiency, quantity Valued experiences, quality 
Pattern Standardised Flexible 
Process Tourism industry led Bottom up/co-constructed 
Inhabitation Not possible Possible 
Options Many places Selected 
Mentality Taking Absorbing, deep appreciation 
Spirituality Consumerist, materialistic Fulfilment, purifying 
Benefits Few larger businesses Wider community 
Local economic leakage More leakage Minimised leakage 
Length Short stay Longer stay 
Sustainability examples Unsustainable  
Group package tours, day visits 
Sustainable 
Ecotourism, green tourism, agri-tourism, 
health tourism, cultural tourism, food 
tourism 
 (Source: adapted from Murayama & Parker, 2012, p. 175) 
 
The Slow Food movement can be associated with slow travel and tourism in the way that people 
behave and consume in their travel destination, with the movement linked to ethical consumption, 
re-localisation of consumption, local food systems or food sheds, food miles, and carbon footprint 
of food (Hall, 2012). Slow Food members extend Slow Food core values into other consumption 
behaviours such as transportation, travel, and vacation (Nevison, 2008). However, extant literature 
has shown no evidence that members of Slow Food engage more in slow travel and slow tourism 
than non-Slow Food members.  
 
The present study identified two lifestyle aspects to explore: food-related lifestyle and travel 
lifestyle. The first focus is mainly on Slow Food members’ daily food shopping and consumption 
aspects, and the importance of these aspects in members’ vacation decision-making. The second 
focus is on Slow Food members’ travel lifestyle, specifically identifying members’ vacation styles 
and external search behaviours. 
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Recent lifestyle studies have been quantitative and adopted different instruments of measurement 
such as AIO, LOV and VALS. A summary of these studies is listed in Appendix H. Because 
lifestyle studies are clearly important in the field of marketing, there is a need for further 
investigation (Laws & Thyne, 2005). Hence, two lifestyles aspects have been chosen to study a 
group of Slow Food members: food and travel. The present study investigated international Slow 
Food members using lifestyle or psychographic variables and involvement. The intention here is to 
understand Slow Food members’ vacation decision-making and their selection of destination 
activity preferences.  
 
The degree of intensity with which Slow Food members practice Slow Food values in their daily 
lives could be explained by the concept of involvement. In this study, the degree of engagement of 
members with Slow Food has been measured by the consumer involvement profile (Decrop, 2006; 
Gross et al., 2008; Havitz et al., 1994). Hence, the FRL instrument has been used here to study the 
lifestyle element of Slow Food members. The approach adopted to develop FRL coincides with this 
study, and been viewed from the perspective of cognitive psychology to define individual behaviour. 
The travel lifestyle aspect has been examined through the travel specific lifestyle used by Schul and 
Crompton (1983), which consists of AIO items to establish these different travel styles. The last 
dimension of this current study consists of the identification of Slow Food members’ destination 
activity preferences, using the scale developed after the completion of qualitative data collection in 
Phase 1 of the study. 
 
2.6.2 Activities and travel behaviour in a vacation destination 
 
Activities in a vacation destination are often decided after arrival in the destination (McKercher & 
Chan, 2005). Tourists often undertake the same activities when on vacation as they do at home, and 
the motivation to visit a destination in many cases is not driven by activity but by other reasons 
(Smith et al., 2012). Thus, the decision on destination activities is made in the second stage of 
decision-making, and separately from the decision of vacation destination made in the first stage. 
Similarly to the first stage of vacation destination choice, the choice of activities in a destination is 
highly influenced by personal, interpersonal, and situational factors that exist in the moment of 
decision-making (Decrop, 2006). 
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Studies on vacation travel aspects of tourists have mainly concentrated on travel behaviour, 
destination choice, and motivation to travel, with few studies focussing on the relationship between 
vacation activity preferences and individual stimulation needs. In a vacation destination, each 
person has an optimal or ideal level of stimulation that could be manifested through the activities 
they chose. Investigation has shown that relative difference between optimal stimulation and actual 
lifestyle stimulation influences vacation consumption preferences (Wahlers & Etzel, 1985). The 
destination activity selected by the tourist is based on the perceived stimulation of the tourist’s work, 
social life, and leisure time activities (Decrop & Snelders, 2005). 
 
As tourist behaviour is part of an individual’s lifestyle (Pizam & Calantone, 1987), one can 
understand travel behaviour and destination preferences through studying lifestyle approaches. The 
study of vacation destination activity mainly concentrates on the search behaviour of tourists during 
their vacation time, with the objective being to identify tourists’ travel preferences. For instance, 
Shul and Crompton (1983) tried to forecast and describe external search behaviour of international 
vacationers through respondents’ travel-specific lifestyles. 
 
Other studies have focused on the destination preferences of tourists by identifying different 
destinations according to their principal attractiveness: (1) urban; (2) seaside; (3) alpine; (4) rural; 
(5) authentic Third World; and (6) unique-exotic-exclusive (Buhalis, 2000). To create an instrument 
to measure vacation travel behaviour, Pizam and Calantone (1987) developed 23 statements of 
vacation behaviour as independent variables and 16 travel behaviour scales from descriptions of the 
respondents in order to analyse the relationship between undergraduate students’ values and their 
travel behaviour. However, given that the above scale measured the travel behaviour and activity of 
undergraduate students in the destination, it was not suitable for tourists interested in food. 
 
Some activities in the destination are related to the tourist’s motivation to travel. One typology for 
understanding tourist motivation by Crompton (1979, p. 416) defines “seven push or 
socio-psychological  motivations (escape, self-exploration, relaxation, prestige, regression, 
kinship-enhancement, and social interaction), and two pull or cultural motivations (novelty and 
education)”. Um and Crompton’s (1990, p. 434) model was more complete, as it was divided into 
three separate sets of variables: “(1) external inputs: significative (destination attributes), symbolic 
(promotional messages), and social stimuli; (2) internal inputs: tourist personal characteristics, 
motives, values, and attitudes; and (3) cognitive constructs: incorporation of the internal and 
external inputs into the awareness set of destinations, and the evoked set of destinations”. 
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The travel motivation of international marathon runners to join an international marathon event on 
the Gold Coast, Australia was studied by Funk, Toohey, and Bruun (2007, p. 232). The authors 
found seven travel motives: “(1) escape or getting away from everyday demands; (2) facilitation of 
social interaction; (3) prestige of visiting and reporting upon a destination others want to visit; (4) 
relaxation, or resting physically and emotionally while on vacation; (5) desire to experience the 
culture of a foreign destination; (6) desire for knowledge and to explore; and (7) learn specific 
aspects of a foreign destination culture”. 
 
Gitelson and Kerstetter’s (1990) study identified 28 different reasons that travellers might have to 
take a trip. By examining Hong Kong residents’ travel behaviour, a later study by Armstrong and 
Mok (1995) derived 13 perceived importance of destination attributes, the relationship with 
socio-demographic variables, and the preferred mode of travel of these residents. Another study 
assessed past international travel experience, types of international travel risk as well safety 
perception, with the probability of travel by these tourists on their next trip being influenced by 
perceived risk (Sönmez & Graefe, 1998). 
 
Several researchers have used an involvement scale to study respondents’ travel decision-making. 
For example, it has been used to test the prediction of travel decision, with PII found to be a good 
measure of involvement to predict travel decision (Flynn & Goldsmith, 1993). Another study 
investigated college students’ travel decisions during spring break, and found a relationship 
between destination selection and involvement (Clements & Josiam, 1995). Using an adapted wine 
involvement scale, a further study investigated wine consumers through segmentation to examine 
their wine purchase behaviour and travel behaviour (Brown et al., 2006).  
 
Past studies have suggested that the choice of destination activities is associated with different 
personality types and sensation seeking. According to their different sensation seeking styles, 
tourists can be categorised into four different groups: (1) adventure preference; (2) beach preference; 
(3) cultural preference; and (4) indulgent preference (Eachus, 2004). Repeat visiting was also 
investigated by studying past destination experiences in Spain and Turkey (Kozak, 2001), 
specifically, the association between level of tourists’ satisfaction and their intention to return or 
alternatively visit other destination. The two destinations were chosen to study the differences 
between a mature destination and a developing counterpart. 
 
The planning process for vacation has also been studied. Opinion groups show strong influences on 
the process; for example, in Zalatan’s (1998) study, it was concluded that wives are able to 
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influence different categories of the stages of the vacation decision-making in terms of initial trip 
tasks, financing, pre-departure, and destination. In a further study, three variables were used to 
show the degree of intensity associated with the length of time in making the decision, travel 
planning process, the amount and types of data source ulitised, and the amount of personal or 
financial risk associated (Fesenmaier & Johnson, 1989). 
 
Demographic variables might have significant effects on travel behaviour, with a study by 
Kattiyapornpong and Miller (2008) finding that age, income, and life stage have substantial 
discrepancy and interactive effects on travel behaviour. Other factors that influence travel behaviour 
have been studied to compare travel behaviour and attitudes of students in the UK and China, that is, 
tourist motivation, information search, and cultural difference (Xu, Morgan, & Song, 2009). The 
relationship between satisfiers and the impact of characteristics on individual hedonic and utilitarian 
travel value views of international student travel behaviour has also been explored, and it was found 
that fun, perceived safety, and educational benefits generate satisfaction with travel (Babin & Kim, 
2001). 
 
A summarised list of past studies on tourists’ travel and destination activity is presented in 
Appendix I. Studies in this area are mostly quantitative and target travellers from different cultural 
backgrounds. Although many studies have targeted tourist travel patterns and destination selection 
in the literature, there is a gap in literature that investigates the vacation decision-making and 
activity preference of tourists, especially tourists with a high interest in food. Pizam and Calantone 
(1987) found that a tourist’s behaviour is part of an individual lifestyle; thus, by analysing the 
lifestyle of international Slow Food members, this current study investigated their travel behaviour 
concentrating on their destination activity preferences. The dearth of research in this area led this 
current study to develop a new scale of vacation destination activity preferences from qualitative 
data collection of international Slow Food members. The instrument was developed after Phase 1 
(qualitative data collection) and used in Phase 2 (quantitative data collection) of this study.  
 
 
2.7  Conceptual Framework 
 
Various models have been developed in tourism to document the different processes and stages of 
vacation decision-making. The decision-making involved in choosing destinations and destination 
activities can be considered as two different stages; in the first stage the tourist makes the decision 
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to travel to a particular destination and, in the second stage, after arrival in the destination, the 
tourist makes decisions about what activities to pursue. 
 
In the decision-making process, how important is food in the decision-making of tourists with a 
high interest in food? Given that Slow Food members who travel to a particular destination are 
tourists with a high interest in food, the present study assessed the vacation decision-making of this 
group from two major perspectives: involvement and lifestyle. 
 
The connection between Slow Food and participants was assessed using involvement. Involvement 
has been noted as the degree to which a person is connected to a specific lifestyle (Gross & Brown, 
2006). The general findings of the literature review on vacation decision-making have suggested 
that lifestyle is one primary factor in the decision process. To establish how influential lifestyle is in 
the decision-making process of a special interest group, Slow Food members were the main targets 
for investigation in this study. Lifestyle was assessed from vacation decision models and behaviour 
theories outlined in previous sections. The lifestyle approach of Bourdieu (1990) was adopted by 
Allen (2002) in FLAG theory, which views individual choice as influenced by habitus. 
 
The FLAG environment was the foundation of the present conceptual framework that investigated 
the influence of lifestyle in the vacation destination selection of Slow Food members. Instruments 
that had been validated and tested in previous studies were used to measure involvement and 
lifestyle constructs in this current study. The vacation behaviour of Slow Food members was 
determined by conducting a qualitative study in order to obtain a scale of vacation destination 
activity incorporated in the second phase of the study. The conceptual framework of this study is 
presented in Figure 2.9. 
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Figure 2.9 Conceptual framework of this study 
(Source: the Author, 2013) 
 
The research issues and associated objectives in each phase of this study are as follows. 
 
Research Issues Associated with Phase 1 (QUAL): 
1. To understand Slow Food members’ involvement, food and travel lifestyles, and activities in a 
vacation destination as well as whether their travel is driven by food  
2. To generate vacation destination activity preferences (DA) items for inclusion in Phase 2 of the 
study 
 
Research Objectives Associated with Phase 2 (QUAN): 
1. To examine the influence of Slow Food involvement on food-related lifestyle (FRL) 
2. To examine the influence of Slow Food involvement on travel lifestyle (TL) 
3. To examine the influence of Slow Food involvement on vacation destination activity 
preferences (DA) 
4. To examine the relationships between lifestyle (FRL & TL) and vacation destination activity 
preferences (DA) 
 
 
Slow Food 
Involvement 
(NI/LI/HI) 
Travel 
Lifestyle (TL) 
Food-related 
Lifestyle (FRL) 
RO1/RO2 
RO4 
RO3 
Vacation Destination 
activity preferences (DA) 
Lifestyles 
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2.8  Summary 
 
Food tourism studies have been in constant growth over the past two decades. The role of food is no 
longer seen as being in a secondary position; rather, it sometimes becomes a major motivator of 
travel (Kivela & Crotts, 2005; Quan & Wang, 2004). Food tourism studies have focused on both 
sides of the market (tourists and DMOs) to establish why food tourists travel as well as how to 
attract this special interest group (du Rand & Heath, 2006; Horng & Tsai, 2010; Ignatov & Smith, 
2006; Nummedal & Hall, 2006). However, whether food could be a mainstream tourism product 
and as such does not constitute a special interest group has also been debated (McKercher et al., 
2008). 
 
For this study, Slow Food members have been identified as a group of tourists with a high interest 
in food. The Slow Food movement was initiated over twenty years ago in Italy in opposition to the 
rapid spread of fast food, with the movement attracting 100,000 members in 150 countries. This 
movement is characterised by the philosophy of embracing the new concept of eco-gastronomy and 
practicing the three basis values of ‘good, clean, and fair’ (Petrini, 2007).  
 
Theories related to decision-making adopt different perspectives. Classical theorists tend to view 
consumers as information processors, risk reducers, or problem solvers (Decrop, 2006). A decision 
is made after carefully pondering and measuring, and the objective is mainly to reduce risk and 
improve the result. Postmodernism theories, however, tend to see consumers as hedonic and 
adaptive seekers, with the consumer responding more flexibly to different contingencies of the 
environment (Decrop, 2006). Sirakaya and Woodside (2005) analysed the evolution of 
decision-making models in tourism, and suggested that future research seek a deeper understanding 
of underlying variables that affect choice behaviour, such as lifestyle. The vacation decision models 
of Mountiho (1987), Woodside and Lysonski (1989), and Decrop and Snelders (2005) include 
lifestyle as one important variable in the decision-making process. These three models were 
basically constructed through qualitative studies, with lifestyle identified as an early stage 
influential factor in the selection of vacation destination. In the present study, the degree to which 
each Slow Food member was attached to the Slow Food movement was assessed by involvement. 
 
FLAG theory (Allen, 2002) serves as the foundation of this study. The FLAG theory posits that 
each individual’s choice is influenced by the habitus in which this individual is situated. Choices are 
made based on situated interaction between people and objects. People make decisions according to 
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their feelings, past experiences, and the conditions of the environment at that precise time. Similarly, 
MTP (micro-tipping point) theory views decision-making as engaged with unconscious thoughts, 
while Ecological System theory views decision-making as influenced by its environmental context 
(Woodside & Martin, 2008). From a cognitive psychology point of view, behavioural intentions are 
influenced by values, attitudes and desires (Wagner, 2003). Adler (1928) identified and assessed 
individual lifestyle through observation of behaviour, while Bourdieu (1984) saw lifestyle as a 
consequence of habitus, where lifestyle was a reflexion of the habitus of a person. 
 
Vacation decision-making is considered to be a complex process that has an interpretive approach 
where tourists have different considerations along the whole process of decision-making. In the 
present study, there are two major stages of decision-making. In the first stage, tourists make their 
decision to travel to a destination. In the second stage, on arrival in the destination tourists choose 
their vacation activities. At each stage, the decision-making is influenced by personal, interpersonal 
and situational factors (Decrop, 2006).  
 
Many lifestyle studies in tourism have investigated the relationships between destination and 
lifestyle (Crask, 1981; Dredge, 2001; Walmsley, 2003). One main usage of lifestyle is to segment 
the target market into different categories; this special kind of market segmentation research is 
called psychographics. Basically, lifestyle or psychographic research is based on extensive surveys 
using adequate quantitative methods such as AIO, VALS and LOV (Bruwer et al., 2002). One 
lifestyle instrument is called food-related lifestyle (FRL), which was formulated to study the 
interrelated perception of the environment with goals and behaviours (Grunert, 1993). The adapted 
version of FRL introduced by Cullen and Kingston (2009) was used in the present study. An 
individual’s motivation to travel can be assessed through travel-specific psychographics; hence, the 
travel-specific lifestyle formulated by Schul and Crompton (1983) was used in this study. 
 
The degree to which each individual is connected to his/her chosen lifestyle can be explained by the 
concept of involvement (Gross & Brown, 2006). “Involvement is a person’s perceived relevance of 
the object based on inherent needs, values and interests” (Zaichkowsky, 1985, p. 342). Involvement 
has been proven to be engaged with the decision-making of an individual, and is an antecedent of a 
consumer’s response (Laaksonen, 1994; Suh et al., 1997). There are two main instruments to 
measure involvement: Personal Involvement Inventory (PII) introduced by Zaichkowsky (1985), 
and Consumer Involvement Profile (CIP) introduced by Laurent and Kapfere (1985). Both scales 
were compared by Havitz and Dimanche (1997), and CIP was favoured to measure involvement.  
 
69 
 
This current study adopted FLAG theory (a naturalistic approach that considers decision-making to 
be a process) as the platform to examine the influences between involvement and lifestyles of 
international Slow Food members, and ultimately to understand these influences on their vacation 
destination preference. The present study was conducted using a mixed methods research design, 
where both semi-structured face-to-face interviews and questionnaires were conducted to obtain 
deeper responses to the research objectives established for this study. A detailed explanation of the 
research methodology used in this study is presented in Chapter 3. 
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CHAPTER 3 METHODOLOGY 
 
 
3.1  Introduction 
 
The purpose of this chapter is to outline the research methodology used to explore and examine the 
research issues posed for this study. The chapter commences with a discussion of the chosen 
research paradigm that underpins this effort. This is followed by a discussion of the research 
strategy adopted, with an explanation of the key considerations for mixed methods research. The 
research design employed in this study, that is, the exploratory mixed methods design, is then 
addressed. A detailed description of the research methods, including sampling issues, data 
collection process, research instruments and questionnaire design is then outlined with a discussion 
of the different tools used to analyse qualitative and quantitative data. Ethical considerations are 
described, and the chapter concludes with a summative statement. 
 
 
3.2  Research Paradigm 
 
Any rigorous research effort must be underpinned by the appropriate study paradigm to help 
understand the social world. Many social scientists have developed several paradigms to understand 
social behaviour (Babbie, 2008). As such, research needs to select an appropriate methodology and 
suitable tools for the study (Jennings, 2010). The methodology chosen is governed by a specific 
paradigm, that is, a group of beliefs that guides action, in particular, the worldview or belief system 
that guides research (Lincoln & Guba, 2000). Therefore, a paradigm is the overlying view of the 
way the world works, with the methodology being the complementary set of guidelines for 
conducting research within this overlying paradigmatic view of the world. From this paradigm, the 
chosen methods then become the specific tools of data and/or empirical material collection and 
analysis/interpretation that a researcher will use to gather information and subsequently build 
knowledge about the world (Jennings, 2010). 
 
Each of the paradigms discussed below offers a different approach of viewing at human social life 
(Babbie, 2008). To choose the appropriate paradigm for a study, six elements within the philosophy 
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of science need to be considered: the belief or assumption regarding ontology (the nature of reality); 
epistemology (the relationship between researcher and the participants/subjects/objects); axiology 
(values, ethics and associated ethical practice); rhetorical structure (the presentation and the 
language used in the study); methodology (the procedure and process followed); and method (the 
tools for empirical material/data collection and interpretation) (Jennings, 2010; Ponterotto, 2005). 
The types of paradigm chosen by a researcher will influence in the selection of a qualitative, 
quantitative, or mixed methods approach in the research (Creswell, 2009). Five different paradigms 
are presented below; the most suitable paradigm will then be assigned for this study. A comparison 
table of these five paradigms is presented in Table 3.1. 
 
3.2.1 Positivism 
 
Positivism has its roots in the work of René Descartes (1596-1650) and his Cartesian paradigm, as 
well as the work of Isaac Newton (1627-1727) and his Newtonian physics paradigm of scientific 
inquiry. The adoption of positivism as a means to understand the social world is credited to Auguste 
Comte (1798-1857) who created the term sociologie in 1822 (Babbie, 2008; Jennings, 2010). 
Positivism is part of the philosophical realism adhering to the hypothetico–deductive method and 
seeks to verify a priori hypotheses. The main goal of positivistic inquiry is forecast and control of 
phenomena, and outcomes are usually stated in quantitative proposals and mathematical formulas 
(Ponterotto, 2005). 
 
3.2.2 Postpositivism 
 
Postpositivism followed positivism, and challenges the traditional concept of the absolute truth and 
recognises that no one can be ‘positive’ about our own statements of knowledge especially related to 
the behaviour and action of human beings (Creswell, 2009). A main distinction between the 
positivist and postpositivist interpretations is that positivist emphasises ‘theory verification’ while 
postpositivist emphasises ‘theory falsification’ (Ponterotto, 2005). Postpositivists have a 
deterministic philosophy and effects are derived from causes. The problem studied by postpositivists 
reflects the need to assess and evaluate the causes of outcomes including those from experiments 
(Creswell, 2009). Methodologically, postpositivist researchers prefer quantitative methodologies, 
although there has been recent growth in the use of the mixed methods approach (Creswell, 2009; 
Jennings, 2010). 
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3.2.3 Constructivism 
 
Constructivists, also known as interpretivists, have the assumption that people try to discover and 
understand the world that they work and live. Thus, constructivism can be seemed as a substitute to 
the positivist paradigm (Creswell, 2009; Ponterotto, 2005). This paradigm is based on the work of 
Max Weber and his term ‘verstehen’ or empathetic understanding (Jennings, 2010). Constructivists 
tend toward the ‘antifoundational’, which is the term used to denote a refusal to embrace any 
enduring, inflexible standards by which truth can be commonly identified (Lincoln & Guba, 2000). 
The objective of the research is to predominantly use participants’ interpretations of the phenomenon 
been studied. The questions developed are broad enough for participants to discuss the meaning of a 
phenomenon, and this is normally forged in interviews or interaction with other individuals. Hence, 
constructivist research frequently takes into consideration the processes of interaction between 
people as well as the specific settings in which individuals live, with the purpose to know better the 
historical and cultural backgrounds of these individuals (Creswell, 2009). 
 
3.2.4 Advocacy and participatory 
 
This paradigm became apparent during the 1980s and 1990s when some researchers felt that 
postpositivist ideas imposed structural laws and theories that did not fit marginalised people in our 
societies or issues of social justice in question (Creswell, 2009). This approach posits the existence 
of a political reality or, alternatively, some forms of participative reality (Creswell & Plano Clark, 
2011). In particular, this paradigm creates and values experiential knowing, which results from 
collective and intersubjective constructions (Jennings, 2010). Research which adopts this 
framework has an action plan for transformation that may alter the lives of the participants, the way 
in which participants live or work as well as the researcher’s life (Creswell, 2009). 
 
3.2.5 Pragmatism 
 
Pragmatism adopts a common sense philosophy, and uses purposeful human investigation as a 
principal argument. Pragmatists consider truth in terms of what works at the time. Pragmatist 
researchers emphasise the research problem and use the methods available to understand the 
problem. Pragmatism serves as the philosophical foundation for mixed methods studies; these 
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studies seek to address research problems in social science research using pluralistic methods to 
develop knowledge about the problem (Creswell, 2009; Creswell & Plano Clark, 2011). The 
pragmatic position bases design decisions on criteria that are “practical, contextually responsive, 
and consequential” (Datta, 1997, 34). ‘Practical’ suggests a basis of understanding of individual’s 
experience in terms of what does and does not work. ‘Contextually responsive’ includes 
understanding the opportunities, demands and restrictions of the situation in which the inquiry will 
be carried on. ‘Consequential’ refers that the reality of a statement involves its practical 
consequences, predominantly the statement’s agreement with succeeding experience (Greene & 
Caracelli, 2003). 
 
Table 3.1. Basic belief of alternative inquiry paradigm 
Items Positivism Postpositivism Constructivism 
Advocacy and 
Participatory 
Pragmatism 
Ontology 
Naïve 
realism—‘real’ 
reality but 
apprehendable 
Critical 
realism—‘real’ 
reality but only 
imperfectly and 
probabilistically 
apprehendable 
Relativism—local 
and specific 
constructed realities 
Participative 
reality—subjective-
objective reality, 
co-created by mind 
and given cosmos 
Singular and 
multiple realties 
Epistemology 
Dualist/ 
objectivist; 
findings true 
Modified 
dualist/objectivist; 
critical tradition/ 
community; 
findings probably 
true 
Transactional/ 
subjectivist; created 
findings 
Critical subjectivity 
in participatory 
transaction with 
cosmos; extended 
epistemology of 
experiential, 
propositional, and 
practical knowing; 
co-created findings 
Practicality 
Axiology 
Unbiased Unbiased Biased Biased and 
negotiated 
Multiple stances 
Methodology 
Experimental/ 
manipulative; 
verification of 
hypotheses; 
chiefly 
quantitative 
methods 
Modified 
experimental/ 
manipulative; 
critical multiplism; 
falsification of 
hypotheses; may 
include qualitative 
methods 
Hermeneutic/ 
dialectic 
Political 
participation in 
collaborative action 
inquiry; primacy of 
the practical; use of 
language grounded 
in shared 
experiential context 
Combining 
multiple methods 
(Source: adapted from Creswell & Plano Clark, 2011; Lincoln & Guba, 2000) 
 
3.2.6 Paradigm in this study 
 
In conducting tourism research, the paradigm adopted should consider the nature of the tourism 
system that is being studied; indeed, one topic could be investigated using a variety of paradigms 
(Jennings, 2010). The paradigm chosen leads the researcher in terms of philosophical assumptions 
about the study and in the selection of methods, instruments, participants, tools and procedures used 
in the research (Ponterotto, 2005). Paradigms, however, are often difficult to recognise since they 
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are assumed, implicit and often are taken for granted. Each of the paradigms presented above offers 
a way to interpret human social life; each paradigm adopts definite assumptions about the nature of 
social reality. Ultimately, paradigms cannot be true or false; they can only be more or less useful 
(Babbie, 2008). Based on a comparison of different paradigms, the researcher considers that 
pragmatism is the most appropriate research philosophy. The present study has characteristics of 
exploratory research where the focus is on explaining the patterns in observed data and establishing 
relationship between variables (Veal, 2006). By adopting a pragmatist worldview, the focus of the 
present study is on the significances of research, on the importance of the question investigated, and 
on the usage of different methods of data collection for problems studied (Creswell & Plano Clark, 
2011). 
 
 
3.3  Research Strategy 
 
The number of research strategies has grown over the past decade with advances in computer 
technology which encourage different methods of data analysis and have increased the capability of 
researchers to analyse complex models in the field of social science (Creswell & Plano Clark, 2011). 
In understanding any research and selecting the methodology, a researcher has to consider the 
nature of the setting being studied and the questions being asked, as well as any possible limitations 
on the study such as time and resources. Resources may be human or monetary, or include research 
tools such as computers, computer assisted telephone interviewing laboratories (CATI systems) and 
World Wide Web access. Other information technology resources include global positioning 
systems (GPS), mobile phones, handheld multimedia devices, wireless reading devices and cameras 
(Jennings, 2010).  
 
According to the sociologist Norbert Elias, the main purpose of research is discovery, that is, 
making known something unknown (Veal, 2006, p. 2). The aim is also to explain why things are as 
they are, and how they might be. Three different types of research are common (Veal, 2006): 
 
1. Descriptive research: tries to discover, map or describe patterns of behaviour in different 
activities or areas that have not previously been studied. Great effort is devoted to tracking or 
monitoring basic patterns of behaviour. There is often a separation between research projects 
and the policy, planning or management activity which gives rise to the commissioning of the 
research. 
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2. Explanatory research: moves beyond explanation to try to describe the observed patterns and 
trends, to establish causality, or the likelihood of causality, and requires the researcher to be 
rigorous in the collection, analysis and interpretation of data. It also generally requires some 
sort of theoretical framework to connect the research phenomenon to broader social, economic, 
and political practices. 
3. Evaluative research: arises from the necessity to make judgment on the achievement or 
effectiveness of programmes or policies. It is highly developed in some areas of public policy 
such as education. 
 
When considering the approach that may be used in a research project, the following options of 
methodology are available: qualitative, quantitative, or mixed methods research. 
 
3.3.1 Qualitative research approach 
 
A qualitative research methodology is associated with a holistic-inductive paradigm (Jennings, 
2010). Qualitative research uses a broad range of empirical procedures specifically to interpret and 
describe research participants’ experiences in a particular setting. Qualitative results are presented 
in lay language and use participants’ own words to explain an experience, event or phenomenon 
(Ponterotto, 2005). There are various types of strategy to conduct qualitative research: ethnography, 
gounded theory, case studies, phenomenological research, narrative research, and heuristic research. 
(1) Ethnography is an approach to inquiry where the researcher investigates an intact cultural over a 
long period of time by gathering data through observation and interview. This strategy is flexible 
and normally evolves contextually responding to the realities faced in the field setting by the 
researcher. (2) Grounded theory is an approach to inquiry where the researcher develops a broad, 
abstract theory of procedure, action or interaction based on the world of the participants. This 
strategy involves numerous stages of data collection as well as the analysis and interrelationship of 
categories of data. One major characteristic is the continuous comparison between the data collected 
with the emerging categories and theoretical sampling of groups to find similarities and differences. 
(3) Case studies are an approach to inquiry where the researcher explores in detail a program, process, 
activity or event of one or more persons. The collection of data is usually thorough multiple processes 
over a prolong period of time. (4) Phenomenological research is an approach to inquiry where the 
researcher isolates his/her own experience to focus on understanding participant’s experience in the 
study. (5) Narrative research is an approach to inquiry where the researcher investigates the lives of 
one or more participants through stories about their lives. All data collected is often restated by the 
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researcher as a narrative timetable. Finally, the researcher combines into a summative narrative the 
participants and researchers views (Creswell, 2009). (6) Heuristic research is an approach that has 
six phases: original engagement, engagement, cultivation, enlightenment, clarification, and 
innovative synthesis. The uniqueness of this approach is the extent to which it legitimises and places 
at the centre of the experiences, as well as the considerations and perceptions of the researcher. 
Heuristic research methods include conversational interviews, semi-structured interviews and 
standardised open-ended interviews (Jennings, 2010). 
 
3.3.2 Quantitative research approach 
 
A quantitative methodology is related to the post/positivist or hypothetico-deductive paradigm 
(Jennings, 2010). In general, quantitative methods involve methodical quantification of observations 
and the monitoring of observed variables, with these studies stressing the assessment and analysis 
of causal or correlational associations among different variables (Ponterotto, 2005). There are two 
main strategies of inquiry: survey and experiments. (1) Survey research offers a quantitative or 
numeric description of tendencies, attitudes, or beliefs of a population by evaluating a sample of that 
population. Main types include cross-sectional and longitudinal studies that use questionnaires or 
structured interviews to collect data, whereby the results from the sample can be generalised to the 
population. (2) Experimental research tries to find whether a specific treatment can influence an 
outcome. This effect is evaluated by providing a specific treatment to a group, withholding it from 
another group, and then looking at the differences. True experiments (random assignment of subjects 
to treatment conditions) and quasi-experiments (non-randomised designs) are forms of experimental 
research (Creswell, 2009). 
 
3.3.3 Mixed methods research approach 
 
Mixed methods studies are fixed and/or emergent, and researchers who adopt this approach evaluate 
different methods then select the best one for each particular case (Creswell & Plano Clark, 2011). 
Several types of procedures are possible when conducting a mixed methods research design. (1) 
Sequential mixed methods processes are those in which the researcher tries to develop or expand 
based on the results of one method with another method. For example, the researcher may start with 
a qualitative interview for exploratory purposes, followed by a quantitative survey using a large 
sample in order to generalise results to a population. On the other hand, the researcher may start 
with a quantitative method to test a theory or concept, and then uses a qualitative method to provide 
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detailed description of cases or participants. (2) Concurrent mixed methods processes are those in 
which the researcher merges both quantitative and qualitative data aiming to provide a 
comprehensive analysis of the research problem. In concurrent mixed method, both forms of data 
are collected simultaneously, and then the information is combined to interpret the overall result. 
The researcher may embed one smaller form of qualitative or quantitative data within another larger 
data collection with the objective to analyse different types of questions. (3) Transformative mixed 
methods are those in which the researcher applies a theoretical lens within a design that uses both 
qualitative and quantitative data. This lens offers a structure and techniques for collecting data. The 
researcher may use a sequential or a concurrent data collection method (Creswell, 2009). The three 
alternatives strategies of inquiry are presented in Table 3.2. 
 
Table 3.2. Alternative strategies of inquiry 
Quantitative Qualitative Mixed methods 
 Experimental designs 
 Non-experimental designs, 
such as surveys 
 Heuristic research 
 Narrative research 
 Phenomenology 
 Ethnographies 
 Grounded theory studies 
 Case study 
 Sequential 
 Concurrent 
 Transformative 
(Source: adapted from Creswell, 2009, p. 12) 
 
The four major types of mixed methods design are triangulation, embedded, explanatory, and 
exploratory. The purpose of (1) Triangulation collects dissimilar but complementary data on the 
same topic. It validates or expands quantitative outcomes with qualitative data or compares and 
contrasts quantitative statistical results with qualitative findings. (2) An Embedded Design is a 
mixed methods design where one data set offers a supportive role in a study that is mainly based on 
the other data set. The principles of this method are that a sole data set is not enough to answer the 
research question; there are different questions that need to be answered, and different type of 
question needs different types of data. (3) An Explanatory Design is a two-phase mixed methods 
design in which qualitative data assists to explain or build upon initial quantitative outcomes. This 
design is useful when a researcher requires qualitative data to clarify significant, outlier or 
surprising results. (4) An Exploratory Design is a two-phase mixed methods approach where the 
outcomes of the first qualitative method are used to inform the second quantitative method. This 
design is useful when measures or tools are not accessible, the variables are unknown, or there is no 
guiding structure or theory. This approach is suitable for exploring an unknown phenomenon 
(Creswell & Plano Clark, 2011). 
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3.3.4 A justification for the choice of mixed methods approach 
 
Creswell (2009) identified the combination of different methods and there are six major strategies 
for researchers to choose from in conducting a mixed methods study: (1) sequential explanatory 
design; (2) sequential exploratory design; (3) sequential transformative design; (4) concurrent 
triangulation design; (5) concurrent embedded design; and (6) concurrent transformative design. 
Timing, weight, mixing, and theorising are four factors to consider when shaping the procedure of a 
mixed methods study. Taking into account the pragmatic paradigm adopted for this study, the skills 
possessed by the researcher, the availability of resources (time and funding), and the research aim 
and objectives proposed in this study, a mixed methods sequential research design was selected 
where qualitative data collection was followed by quantitative data collection. The strengths of a 
mixed methods sequential design include it being an efficient design to explore a phenomenon, with 
the first phase of data collection providing a base on which to develop part of the questionnaire for 
the second phase of data collection (Creswell & Plano Clark, 2011).  
 
Taking into account the research aim, issues and objectives of this study, an exploratory research 
design was needed to collect overall travel information from Slow Food members and then to 
establish the relationships between involvement, lifestyle and destination activities. The initial 
qualitative exploratory study enabled the researcher to collect sufficient information about Slow 
Food members’ food-related behaviour, travel behaviour, vacation activity preferences and 
involvement in the Slow Food organisation. This information was then applied to the construction 
of a questionnaire that, in turn, was used for the online survey and on-site survey in the second 
phase of this study. 
 
 
3.4  Research Design 
 
The principal objective in establishing a research design is to achieve the best procedures to answer 
the research objectives as unambiguously as possible (Jones, 2005). This study aims to understand 
how food is important in Slow Food members’ vacation decision-making, and examines Slow Food 
members’ vacation destination activity preferences based on their involvement and lifestyle. To 
achieve this research aim, this study used an exploratory mixed methods research design in which 
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the data collection was conducted in two sequential phases beginning with semi-structured 
face-to-face interviews (qualitative data) and followed by a questionnaire (quantitative data). Figure 
3.1 presents the research design of this study. Different research issues and objectives were 
associated with each phase as shown below: 
 
Research Issues Associated with Phase 1 (QUAL): 
1. To understand Slow Food members’ involvement, food and travel lifestyles, and activities in a 
vacation destination as well as whether their travel is driven by food  
2. To generate vacation destination activity preferences (DA) items for inclusion in Phase 2 of the 
study 
 
Research Objectives Associated with Phase 2 (QUAN): 
1. To examine the influence of Slow Food involvement on food-related lifestyle (FRL) 
2. To examine the influence of Slow Food involvement on travel lifestyle (TL) 
3. To examine the influence of Slow Food involvement on vacation destination activity 
preferences (DA) 
4. To examine the relationships between lifestyle (FRL & TL) and vacation destination activity 
preferences (DA) 
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Figure 3.1 Research design of this study 
(Source: adapted from Creswell & Plano Clark, 2007, p. 76) 
 
 
3.4.1 Phase 1: Semi-structured interviews (QUAL) 
 
An interview is a data collection encounter in which the interviewer asks questions of a respondent 
or participant. When conducting a qualitative interview, key topics of discussion are chosen for 
deep interrogation rather than the interview being based on asking standardised questions (Babbie, 
2007). Veal (2006) compared the skills required in conducting a good interview to those of a good 
investigative journalist. An important task that should precede the administration of the interview 
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concerns the establishment of entry, or the gaining of permission to approach an individual for 
research purposes (Crano & Brewer, 2002). Through face-to-face interviews, the interviewee’s 
perception of the phenomenon of interest is seen as interviewee views it or from an emic perception, 
not as the researcher views it or an etic perception (Marshall & Rossman, 2006). In this study, 
semi-structured face-to-face interviews were conducted with international Slow Food members in 
four different settings.  
 
3.4.1.1 Pilot study in Phase 1 
The purpose of a pilot test is to test the reliability and validity of the interview questions which were 
designed to acquire the required data, as well as to improve the researcher’s interview skills (Yin, 
2009). The selection of the pilot interviewees for this study was based on the convenience sampling 
method. Slow Food members based in Brisbane, Australia were initially chosen. Participants of the 
pilot interviews were conducted through Slow Food Brisbane Convivium, and seven interviews 
were conducted for this pilot testing. Before the interview began, participants were given an 
information sheet detailing the objectives of the interview, the role of the interviewee in this study, 
as well as assurance of their confidentiality and their right to withdraw from the interview without 
having to provide any reason. Upon their agreement, each participant signed a consent form to 
confirm their disposition to participate in the interview as well as permission to digitally record the 
interview. The researcher took notes during the interview process; in particular, she paid attention to 
participants’ comments on the clarity of the interview questions and the appropriateness of the 
interview procedure to improve the actual interview process. 
 
3.4.1.2 Research instrument 
The sample size for qualitative research depends on a study’s aim, objectives, time and resources. 
Generally speaking, quantitative studies are associated with a large sample size to obtain a high 
degree of accuracy and to ensure findings are representative of the population being studied 
(Jennings, 2010). In qualitative research, the researcher continues to gather data until the data 
reaches the level of saturation. Saturation is reached when no further categories or relevant themes 
emerge (Corbin & Strauss, 2008). 
 
Forty interviews were conducted with 42 Slow Food members. As Slow Food is an international 
organisation with members in 150 countries around the world, this study selected 10 to 11 
participants in each selected country/region by first contacting a Slow Food convivium leader in the 
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selected region. By interviewing Slow Food members from different cultural backgrounds, it was 
hoped that rich information would be gathered on Slow Food values, lifestyles, and destination 
activity preferences. Due to time limitations, budget, language barriers and accessibility issues as 
discussed below, Slow Food members located in the following countries/regions were chosen: 
 Australia: one of the fastest growing Slow Food convivia in terms of membership and where 
the researcher is based. Eleven Slow Food members in Brisbane, Sydney, Maleny and the 
Sunshine Coast, Australia, were recruited to participate in the semi-structured interview 
process.  
 Italy: the country where the Slow Food movement started. The researcher joined the Slow 
Cheese event in Bra, Italy from September 16-19, 2011 to conduct the interviews. Eleven 
Italian members from seven different Slow Food convivia were recruited during the event to 
participate in the interview process. 
 Argentina: one of the 15 founding countries of the Slow Food movement, Argentina is 
culturally connected to Italy as many Argentineans are of Italian descent. Moreover, the 
researcher speaks Spanish and is familiar with this country. Ten members from two different 
convivia in Argentina were recruited to participate in the interview process. 
 Taiwan: to provide a contrast with the above three Western countries, an Asian country was 
selected to enrich the study with respondents from different cultural backgrounds. The 
researcher is also familiar with the region and language. Ten members in Taiwan participated 
in the interview process. 
 
3.4.1.3 The interview questions 
Interviews alternated from 20 to 45 minutes, and were digitally recorded with the consent of the 
interviewees. All recorded interviews were translated and transcribed into English by the researcher 
immediately following the event, and the data was entered into NVivo 9.2. The interview questions 
were developed from the literature review with the aim of understanding Slow Food members’ food 
behaviour, travel behaviour and destination activity preferences. The researcher is fluent in English, 
Spanish and Chinese and has worked as a professional interpreter for these languages. Hence, the 
researcher personally conducted all interviews directly with each participant. To interview two 
Italian participants, the researcher required the assistance of an Italian interpreter during the 
interview process. Most of the other Italian participants were able to communicate directly either in 
English or Spanish with the researcher.  
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The following list of questions was asked during the interview process (Table 3.3). 
 
 
Table 3.3. Semi-structured face-to face interview questions 
Slow Food 
involvement 
Involvement Why did you join Slow Food? For how long? 
How often do you go to Slow Food activities? 
How do you practice Slow Food philosophy in your 
daily life? 
Any other members of your family or friend are in 
Slow Food? 
What does food means to you? 
Food-related 
lifestyle 
Food Preferences How do you shop for your daily food? 
Where do you normally buy your food? 
Do you buy organic food? 
Do you buy from small-scale producers? 
Do you eat fast food? Why? 
Do you have an orchard/fruit/herb garden? 
Cooking Activities Do you like to cook? How often do you cook? 
Do you cook for yourself or for the whole family? 
Social Aspects 
 
How often do you have meals with family/friends? 
Do you eat by yourself or with your family? 
Travel decisions, 
lifestyle and 
activities 
Vacation Travel Where did you go in your last vacation? Why? 
How did you decide for your vacation destination? 
What did you do during your last vacation? 
Where do you plan to go and do in your next vacation? 
National Culture & 
Socio-demographics 
Personal Information Profession, gender, age, and national culture of the 
interviewee 
(Source: adapted from Askegaard & Brunso, 1999; Grunert et al., 1993; Scholderer et al., 2004) 
 
3.4.1.4 Analysis of interview data 
Qualitative data analysis begins with coding, dividing the transcript into phrases, sentences or 
paragraphs, and labelling each one. Data analysis was conducted on the basis of a thematic analysis 
of the transcribed interviews (Braun & Clarke, 2006). The software program NVivo 9.2 was used to 
assist the organisation and coding processes, especially during the development of themes and 
sub-themes. NVivo is a widely used computer program that assists in qualitative data analysis given 
its ability to assist in shaping and understanding data as well as forming and testing assumptions 
about the data (Creswell & Plano Clark, 2007).  
 
The researcher began to code the data descriptively according to the interview questions. Then the 
researcher studied all the respondents’ accounts and identified common elements that described the 
overall phenomenon that was driven from that particular interview question. Based on the three 
main constructs of the study (Slow Food involvement, food-related lifestyle and travel lifestyle), 
themes were developed from the list of different codes that were identified across the data set.  
Words or phrases were then allocated to those potential themes. The process was repeated for each 
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of the four regions to identify codes and themes. Following this, the researcher compared 
similarities and dissimilarities among the four regions and merged the themes and codes into one 
single data set based on the commonalities.  
 
After analysis of the qualitative data, a scale assessing vacation destination activity preferences was 
developed and incorporated in the second phase of the study. Details of the analysis of qualitative 
data are presented in Chapter 4. 
 
3.4.1.5 Validity and reliability 
Qualitative validity means that the researcher evaluates the findings’ accuracy by using definite 
procedures. Qualitative reliability means that the researcher’s approach is consistent across all 
studies and works conducted (Creswell, 2009). The reliability of qualitative data is improved by 
documentation of the procedures and the steps used during the procedure (Yin, 2003). It is also 
recommended that transcripts be checked for mistakes and to confirm there is no ‘drift’ in the 
definition of codes, that is, a modification in the meaning of the codes throughout the process of 
coding (Creswell, 2003). One of the advantages of qualitative research is its validity. The concept of 
validity is pertinent to a particular instrument, in this case the semi-structured interview, and is the 
ideal state that the researcher aims to achieve (Kumar, 1996).  
 
In this study, the researcher personally interviewed every interviewee and transcribed all recorded 
data word by word before conducting the data analysis. The analysis of the data was undertaken in 
consultation with the researcher’s advisors. Additionally, while conducting the pilot study, 
respondents were asked to provide suggestions and comments on the construction and flow of the 
interview questions. 
 
3.4.2 Phase 2: Questionnaire (QUAN) 
3.4.2.1 Online survey of international Slow Food members 
A total of 100,000 international Slow Food members are involved in 1,500 convivia or local 
chapters, with these convivial located in over 150 countries worldwide. A pilot study was 
undertaken before launching the official questionnaire online to the English-speaking countries of 
Canada, UK, Ireland and South Africa. A total of 105 emails were sent to all convivia listed on the 
Slow Food International website with 73 responses received (50.5% response rate). Factor analysis 
and scale reliability tests were performed, and items related to walking (‘I prefer walking than 
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driving in a destination’) and flexibility (‘It is very important to have flexibility in my itineraries’) 
were eliminated due to low communalities (<.2) and/or low reliability (<.6). 
 
The formal online survey was designed through Qualtrics software, which allows multi-language 
presentation of an online survey. An invitation to participate in the online survey with the link was 
sent to over 800 convivia of Slow Food around the world, excluding those convivia previously 
contacted in the pilot test. For example, only Australia and the US were included in the formal 
survey for English-speaking countries. To reach the Slow Food worldwide community and 
considering that most international members might not be fluent in English, the invitation letter and 
the online survey were translated into Italian, Spanish, Chinese (Simplified and Traditional), 
Korean and Japanese. The researcher of this study is fluent in Chinese and Spanish and translated 
these two versions, while two native speakers (one Chinese and one Spanish) crosschecked the 
consistency of the translation. For Italian, Korean and Japanese, two different native speakers for 
each language were contacted to make the first translation and backward translation respectively in 
order to secure consistency and minimise wording mistakes. Most translators were either PhD 
students or recent PhD graduates at The University of Queensland. For example, to translate 
English to Japanese, a Japanese PhD student studying Linguistics was hired to do the translation, 
and two other Japanese PhD students were asked to check the quality of this translation. The online 
questionnaire for Slow Food members is presented in Appendix J.  
 
3.4.2.2 On-site survey of non-Slow Food participants 
A control group — non-Slow Food participants — was added in this second stage of the study. The 
addition of a group of non-Slow Food participants was necessary to form a comparison with Slow 
Food members and to better understand the influences and relationships between studied variables. 
This group of non-Slow Food participants also had an interest in food. Due to the difficulty of 
finding general food tourists through an online survey, participants were recruited at a food event 
that took place in the Brisbane Convention & Exhibition Centre in Australia, that is, the ‘Good 
Food & Wine Show’ held from November 9-11, 2012. This event allowed people with a general 
interest in food to be engaged in the study. All respondents shared the same national culture (in this 
case, Australian), which differed from most of the Slow Food members who participated in the 
online survey. A pilot test was conducted first with a group of non-Slow Food participants before 
the formal on-site survey was performed at the Brisbane Convention Centre. With the assistance of 
two more students, the researcher stayed for two consecutive days at the food show to distribute the 
questionnaire to participants in the food event. The same questionnaire as used with Slow Food 
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members was distributed to non-Slow Food participants, with the exception that Section A (see 
Section 3.4.2.4) regarding Slow Food involvement was not included. Two questions were asked to 
ascertain participants’ knowledge of and involvement in the Slow Food movement. None of the 
participants were members and most knew very little about the movement. The complete 
questionnaire for non-Slow Food participants is presented in Appendix K. 
 
3.4.2.3 Pilot study in Phase 2 
Two pilot tests were performed before the initial survey in the second phase of the study. The first 
pilot was launched online to Slow Food convivia based in UK, Scotland, Canada and South Africa. 
Fifty-three useful samples were collected from the online survey sent to these Slow Food convivia. 
These convivia were then eliminated from the contact list when conducting the formal online survey 
of international Slow Food members. Questions in the survey were modified according to the 
results from the pilot test and adapted to the Slow Food context. A second pilot test was addressed 
to non-Slow Food participants, and the pilot survey sent to non-Slow Food friends and PhD student 
peers of the researcher in Australia. Some questions were modified according to the non-Slow Food 
context. A total of 12 useful responses were collected from non-Slow Food participants. In both 
cases, the information obtained from the pilot test was used to verify the internal consistency of 
items before they were used in the formal survey. The formal questionnaires to Slow Food members 
and non-Slow Food participants were refined after the results from the pilot tests and discussion 
with the researcher’s advisors. For example, five items in dimension D (destination activity 
preferences) were excluded from the formal survey after two pilot studies. 
 
3.4.2.4 Questionnaire design 
The research instrument used in this study was a composite of a range of scales to measure study 
variables as well as a range of basic information on the respondents’ socio-demographic aspects. 
The questionnaire in Phase 2 of this study was designed to measure four main dimensions: Slow 
Food involvement; food-related lifestyle; travel lifestyle; and destination activity preferences. One 
of the scales used was developed through analysis of prior literature and semi-structured interviews 
conducted in Phase 1, while others were adapted from existing scales that had been used previously. 
A 7-point scale was used in most of the sections for its advantage over a 5-point scale to increase 
validity as shown in previous studies (Dolnicar, 2006). In Section D, a 6-point scale plus an option 
‘varies’ was used to understand whether the selection of activities was generic or 
destination-specific. 
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Section A. Slow Food involvement 
The concept of involvement emphasises personal long-term attachments toward an activity (Havitz 
& Dimanche, 1997). In this study, the involvement to Slow Food was measured using CIP 
(consumer involvement profile) adapted from McIntyre (1989), and Jang et al. (2000). McIntyre 
(1989) used a 12-item involvement scale, while Jang et al. (2000) used a 13-item involvement scale. 
After eliminating overlapping questions as well as questions not meaningful for Slow Food, this 
study uses a 10-item involvement scale addressing Slow Food members. For non-Slow Food 
participants, this section was eliminated and replaced by questions regarding their understanding of 
Slow Food as an organisation; this was placed at the end of the questionnaire (Section E). 
 
Section B. Food-related lifestyle 
This section identified the FRL of participants using the concept introduced by Grunert (1993) 
concerning FRL. The complete instrument that assesses FRL consists of 69 items that measure 23 
dimensions. This scale has been widely used by scholars in European and Asian countries 
(Askegaard & Brunso, 1999; Scholderer et al., 2004). This present study opted for a short version of 
FRL scale used by Cullen and Kingston (2009), which consists of 23 items measuring five 
dimensions: shopping behaviour, quality aspects, cooking methods, consumption situation, and 
purchasing motives. 
 
Section C. Travel lifestyle 
Previous studies have investigated the travel behaviour of vacationers using psychographic 
variables (Andreu et al., 2005; González & Bello, 2002). In this present study, the travel lifestyle of 
participants was assessed through the travel-specific lifestyle scale used by Schul and Crompton 
(1983). The scale consists of 16 AIO travel statements and was first used in four major cities in the 
United Kingdom. In the study of Schul and Crompton (1983), six factors were identified, that is, 
cultural interest, comfort, familiar/convenience, activity, opinion leadership, and knowledge seeker. 
A comparison of factors between Schul and Crompton’s study and this present study is presented in 
Chapter 5.  
 
Section D. Destination activity preferences 
Different studies have addressed vacationers’ travel behaviour and preferences (Pizam & Calantone, 
1987; Pizam & Fleischer, 2005), with some studies focused on the travel motivation and destination 
selection of vacationers (Clements & Josiam, 1995; Musa & Sim, 2010). However, it was difficult 
to identify a scale that addresses specific destination activity preferences of tourists with an interest 
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in food. For example, while Pizam and Calantone (1987) measured the travel behaviour and 
destination activity of students, it was not suitable for tourists with a food interest. The scale used in 
this section was developed through qualitative data analysis after Phase 1 of this study and tested in 
two pilot tests. An initial group of 20 items was identified during the qualitative data analysis as 
comprising common activities that Slow Food members were involved in when they travelled. After 
two pilot tests, five questions were eliminated due to low communalities or low reliability. A group 
of 15 items comprising common activities that Slow Food members undertook while in a vacation 
destination was identified for use in the formal survey. There were two main categories of activities: 
food activity and travel activity, as shown below.  
 
Food-activity items: 
  I like to join cooking classes on my trips if possible. 
  I like to cook my own meals on my trips if possible. 
  I like to try local street food in a destination. 
  I do not eat local food of a destination; I prefer food that I am familiar with. 
  I like to read recipes/menus in the destination. 
  I like to buy cookbooks in the destination. 
  I like to buy local produce in the destination. 
  I like to join food events/festivals. 
 
Travel-activity items: 
  I prefer staying in small/family owned hostels rather than big chain hotels. 
  I like to visit farmer/traditional markets in a destination. 
  I like to stay in one destination as long as possible. 
  I like to live like a local in the destination. 
  I like to have flexibility in my itineraries. 
  I like to enjoy a destination slowly. 
  I like to visit Slow City (Cittàslow) destinations. 
 
Section E. Socio-demographic information 
The socio-demographic information of participants was obtained in this section. Questions about 
national culture, gender, age, educational level, occupation, numbers of children under 12 years and 
family income were asked, including a specific question about whether the participant had an 
orchard/herb garden at home. For non-Slow Food participants, questions regarding their knowledge 
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about Slow Food were added in order to understand their Slow Food involvement and participation, 
as well as to differentiate non-Slow Food participants from Slow Food members for grouping 
purposes. 
 
3.4.2.5 Sample selection and sample size 
A sample size of 253 per group has 80% power of detecting effect sizes of .25 or more. This study 
collected 337 useful surveys online from Slow Food members, and 207 useful responses from the 
on-site survey to non-Slow Food participants.  
  
The validity and reliability of FRL, TL and CIP have been tested in previous studies. Several past 
studies using FRL have assessed cross-cultural comparisons among nations, predominately in 
European countries. For instance, Askegaard and Brunso (1999) used convenience sampling to 
study 89 Singaporean families using FRL, with the authors comparing these results with those of 
previous studies conducted in UK, France and Denmark. Reid et al. (2001) studied 302 households 
in Adelaide, Australia, using FRL and with data collected through personal interviews. A list of past 
studies using FRL, TL and CIP is presented in Table 3.4. 
 
Table 3.4. Past studies using FRL, TL and CIP in chronological order 
Instrument Author/s Sample Size Country Data Analysis 
FRL 
(food-related 
lifestyle) 
Grunert et al. (1993) 233 in Denmark 
139 in England 
94 in France 
Denmark 
England 
France 
Exploratory Factor 
Analysis 
Confirmatory Factor 
Analysis 
Discriminant Analysis 
Askegaard & Brunso (1999) 89 respondents Singapore Confirmatory Factor 
Analysis 
Reid et al. (2001) 302 households Australia Cronbach’s Alphas/Scale 
Means 
Kesic & Piri-Rajh (2003) 628 households Croatia Cluster Analysis 
Scholderer et al. (2004) 9 surveys 
(N=>1000 each) 
Germany 
Denmark 
Spain 
France  
United Kingdom 
Confirmatory Factor 
Analysis 
Buckley et al. (2005) 1004 respondents United Kingdom Exploratory Factor 
Analysis 
Hierarchical Cluster 
Analysis 
O’Sullivan et al. (2005) 1024 in Ireland 
1000 in UK 
Ireland 
United Kingdom 
Confirmatory Factor 
Analysis 
Wycherley et al. (2008) 1037 households United Kingdom ANOVA 
Cullen & Kington (2009) 204 respondents Ireland Chi-square 
Cross-tabulation 
Frequency Distribution 
Cluster Analysis 
TL (travel 
lifestyle) 
Schul & Crompton (1983) 560 respondents United Kingdom Exploratory Factor 
Analysis 
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Pizam & Calantone (1987) 60 students USA Multiple Regression 
CIP (consumer 
involvement 
profile) 
Mittal & Lee (1989) 280 respondents USA LISREL 
McIntyre (1989) 52 respondents Australia Factor Analysis 
Havitz & Howard (1995) 282 respondents USA MANOVA 
Suh et al. (1997) 800 respondents Korea LISREL 
Jang et al. (2000) 848 respondents USA Factor Analysis 
Gursoy & Gavcar (2003) 460 respondents Turkey LISREL 
Gross & Brown (2006) 189 respondents Australia Factor Analysis 
 (Source: the Author, 2013) 
 
3.4.2.6 Method of analysis 
The complete data set was coded and analysed using the SPSS (Statistical Package for Social 
Sciences) program version 19. Various statistical analyses such as descriptive statistics, one-way 
ANOVA, two-way ANOVA, chi-square test, factor analysis, reliability analysis and linear 
regression were used with respect to research objectives in Phase 2 (Table 3.5). 
 
Table 3.5. Summary of research objectives, variables, and analysis of data 
Research Objectives Variable Name Analysis of Data 
1. To examine the influence of Slow Food 
involvement on food-related lifestyle 
(FRL). 
Independent: SF involvement 
 
Dependent: FRL 
Factor Analysis 
Reliability Analysis 
One-way ANOVA 
Two-way ANOVA 
Discriminant Analysis 
2. To examine the influence of Slow Food 
involvement on travel lifestyle (TL). 
Independent: SF involvement  
 
Dependent: TL 
Factor Analysis 
Reliability Analysis 
One-way ANOVA 
Two-way ANOVA 
Discriminant Analysis 
3. To examine the influence of Slow Food 
involvement on vacation destination 
activity preferences (DA). 
Independent: SF involvement 
 
Dependent: DA  
Factor Analysis 
Reliability Analysis 
One-way ANOVA 
Two-way ANOVA 
Discriminant Analysis 
Cross-tab & Chi-square 
Analysis 
4. To examine the relationships between 
lifestyle (FRL & TL) and vacation 
destination activity preferences (DA). 
Independent: FRL & TL 
 
Dependent: DA  
Regression 
Path Analysis using AMOS 
(Source: the Author, 2013) 
 
 
Reliability Analysis 
Cronbach’s alpha (α) is a statistic used to calculate the reliability of a measurement scale, and is 
widely used to check internal consistency measures. The generally agreed lower limit for 
Cronbach’s alpha is .70, although for exploratory research this may reduce to .60 (Hair, Black, 
Babin, Anderson, & Tatham, 2006).  
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Factor Analysis 
Factor analysis is an instrument that takes a large set of variables and reduces or summarises them 
using a smaller set of components or factors. The objective of exploratory factor analysis is to 
examine the interrelationships among a set of variables (Pallant, 2007). There are different 
techniques available to conduct factor analysis; the two most commonly used approaches are 
principal components analysis and principal axis factor analysis. Principal components analysis 
focuses on data reduction through transforming all the observed variables into a smaller set of linear 
combinations, while principal axis factor analysis tries to identify the latent dimensions represented 
in the shared variance (Hair, 2010). Varimax rotation is the most common method used for rotation 
method, meaning that the factors remain uncorrelated throughout the rotation process (Everitt & 
Dunn, 2001; Hair, 2010).  
 
Exploratory factor analysis was used in this present study and the factor loadings of each analysis 
are presented in Chapter 5. From the results of the factor analyses, composite variables were created 
to form subscales in the respective dimensions and utilised in subsequent analyses. 
 
One-way ANOVA 
One-way ANOVA is a statistical technique for determining significant differences among the 
means of three or more groups. The F ratio or F statistic represents these differences. If significant 
differences exist between groups, post-hoc tests are performed to identify the differences. Among 
different post-hoc tests, the Scheffe test was selected for this study as it can be used when group 
size is either equal or unequal. One-way ANOVAs were performed to identify differences between 
different Slow Food involvement groups. If significant differences were found between groups, 
post-hoc Scheffe tests were conducted to identify which of the groups differed (Brace, 2009; 
Greasley, 2008).  
 
Two-way ANOVA 
Two-way ANOVA operates in the same manner as one-way ANOVA with the exception of 
examining an additional independent variable. This technique measures the individual and joint 
effect of two independent variables on one dependent variable (Coakes, 2011; Pallant, 2007). In this 
study, two-way ANOVA techniques were used to study the effect of gender, age and language 
differences of the three Slow Food involvement groups.  
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Discriminant Analysis 
Discriminant analysis is a parametric method often used to define different weightings of variables 
or predictors (quantitative) that best differentiate among more than two groups of cases and that is 
better than just coincidental. Three different forms of adding predictors: the standard or direct 
method, hierarchical or sequential method, and statistical or stepwise method. The statistical or 
stepwise method was chosen in this study where predictors were determined according to the 
variables that made the most impact to the discrimination (Cramer, 2003). Discriminant analysis can 
be used for two or more groups at a time. In this study these analyses were performed to compare 
two groups of Slow Food members at a time, first between non-Slow Food participants (NI) and 
high involvement Slow Food members (HI), and second low involvement Slow Food members (LI) 
with high involvement Slow Food members (HI).  
 
Cross-tabulation and Chi-square Analysis 
Cross-tabulation enables the examination of the relationship of categorical variables in larger detail 
than simple frequency for individual variables. The Chi-square test indicates whether the two 
measures are independent of each other or related (Singh, 2007). This analysis is used specifically 
in Dimension D (destination activity preferences) to find out whether different groups of 
participants vary their choices from one vacation to another. 
 
Multiple Linear Regression 
Multiple regression analysis observes the association between a single metric dependent variable 
and two or more metric independent variables. There are different types of regression, including 
standard multiple regression, sequential (hierarchical) regression, and stepwise regression (Singh, 
2007). Among these different types, stepwise procedures assist in selecting the smallest possible 
number of predictor variables; it provides the best combination of predictor variables that will 
produce the best multiple linear regression equation (Weinbach & Grinnell, 2003). In this study, a 
multiple linear regression technique (stepwise method) was used to examine the relationship 
between food-related lifestyle, travel lifestyle (independent variables), and destination activity 
preferences (dependent variable). Multicollinearity was also examined in this study to determine 
whether the independent variables are strongly correlated by testing correlation, tolerance and VIF 
value. 
 
Path Analysis 
Path analysis involves setting up a model to demonstrate the way in which three or more variables 
are related to one another (Cramer, 2003). Path analysis can be performed using multiple regression 
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or structural equation modelling. The benefit of using structural equation modelling to assess a path 
analysis is that it provides a measure of the fit of a model (Cramer, 2003; Hair et al., 2006). AMOS 
software version 19 was used in this study to construct a path diagram of Slow Food involvement, 
food-related lifestyle, travel lifestyle, and destination activity preferences.  
 
3.4.2.7 Validity and reliability 
In quantitative research, validity is the degree to which a measure reveals only the desired construct 
without been influenced by other constructs (Hoyle, Harris, & Judd, 2002). The validity of a 
measure depends both on the use to which it is put and the sample in which it is used. Reliability is 
the consistency or stability of a measurement instrument, which means the degree to which this 
measure is free from random error (de Vaus, 2001; Hoyle et al., 2002).  
 
Good research relies on the validity and reliability of the survey instrument. This study used three 
instruments previously tested in other studies. The instrument developed for destination activity 
preferences in Section D was the result of qualitative interviews and two quantitative pilot studies. 
Modifications were made before these instruments were used in the formal survey. To better 
understand and interpret the relationships between different studied variables, a control group — 
non-Slow Food participants — was added in Phase 2 of this study and incorporated into the 
analysis.  
 
 
3.5  Ethical Considerations 
 
A definition of ‘ethical’ is: “conforming to the standards of conduct of a given profession or group” 
(Babbie, 2008, p. 67). Ethical issues arise in the design and conduct of research and in reporting 
results. The general principles involved in codes of research ethics are: (1) that no harm should 
befall the research subject; (2) that subjects should take part freely; and (3) that subjects should take 
part on the basis of informed consent (Veal, 2006). The practice of ethical considerations ensures 
participants’ welfare, confidentiality and security. The present study was granted ethical clearance 
by The University of Queensland’s Ethics Officer prior to commencing data collection (Appendices 
L and M).  
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In qualitative data collection, interviewees may reveal personal information. Therefore, during the 
recruiting for the semi-structured interviews, participants were informed of the purpose of the study, 
their right to withdraw from the study at any time, and the confidentiality of the data collected. A 
consent form was obtained from each interviewee before the interview commenced (Appendix N). 
During data analysis, participants’ names were disguised in their responses. Before the interview, 
participants were informed that the interview would be recorded and their permission was obtained. 
The conversational and semi-structured interviews were recorded with a digital recorder as well as 
through written notes.  
 
In the online data collection, an introductory section explained the background of the study and the 
possibility of participants’ withdrawing at any time, as well as asking for their voluntary 
participation (Appendix J). For the on-site survey, a participant information sheet was provided at 
the beginning of each survey (Appendix K).  
 
 
3.6  Summary 
 
An overview of different research paradigms was presented in this chapter, with a justification 
provided for the selection of pragmatism as the current study’s research paradigm. Different 
research strategies were presented, with an emphasis on a mixed methods research approach 
selected for this study. To conduct the present study, an exploratory research design was chosen 
from among different mixed methods research designs. Both qualitative and quantitative data were 
conducted after respective pilot studies. In Phase 1, 40 qualitative semi-structured face-to-face 
interviews were conducted with international Slow Food members in four settings selected for 
convenience and the limitations of time, budget and language. In Phase 2, an online survey was 
used for quantitative data collection to reach a broad range of Slow Food worldwide members, and 
an on-site survey was conducted at a food event with non-Slow Food participants in Brisbane, 
Australia. This chapter also presented data analysis methods, questionnaire design, sampling issues, 
validity, reliability and ethical considerations for data collection. Chapter 4 presents the result from 
Phase 1, qualitative data collection, while Chapter 5 presents the result from Phase 2, quantitative 
data collection. Finally, Chapter 6 presents the discussion and conclusion of this study. 
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CHAPTER 4 QUALITATIVE ANALYSIS (Phase 1) 
 
 
4.1  Introduction 
 
This chapter presents the findings from Phase 1, qualitative data collection, of this study. There are 
two research issues associated with this phase of the study: 
 
1. To understand Slow Food members’ involvement, food and travel lifestyles, and activities in a 
vacation destination as well as whether their travel is driven by food.  
2. To generate vacation destination activity preferences (DA) items for inclusion in Phase 2 of the 
study. 
 
This chapter comprises seven main sections. Following an introduction (Section 4.1), Section 4.2 
presents a demographic profile of the Slow Food members interviewed and the list of themes and 
sub-themes developed as the result of qualitative data analysis. The findings related to Slow Food 
involvement are reported in Section 4.3. In Section 4.4, the meaning of food and cooking at home 
for Slow Food members is addressed. Slow Food members’ vacation travel characteristics, 
including reason of travel and destination activities are presented in Section 4.5. Section 4.6 
concludes with a discussion and summary of the overall qualitative findings for research issue 1. 
The destination activity preferences (DA) scale developed after qualitative data analysis for 
research issue 2 is presented in Section 4.7. 
 
4.2  Profile of Interviewees and Themes 
 
A total of 40 semi-structured interviews were conducted with 42 international Slow Food members. 
Two of the interviews were conducted with married couples (one in Australia and one in Taiwan), 
with all four individuals being members of Slow Food. Although these interviews were conducted 
together, individual responses were identified in the transcripts and each member was treated as an 
independent party in the analysis of qualitative data. Ten interviews were conducted in Australia, 
Italy, Argentina and Taiwan, respectively. Interviews were undertaken in diverse locations, such as 
members’ homes, offices, coffee shops, national libraries and parks. 
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Table 4.1 shows information on each interviewee. A total of 21 females and 21 males were 
interviewed. Most respondents had been Slow Food members for over three years, and members 
were mostly over 40 years old. Sixteen members were professionally employed in the food sectors, 
11 were working in non-food related sectors, six were working for the Slow Food organisation, and 
nine were retired. Twenty-nine of the members owned an orchard/herb garden at home, with 20 of 
these being Slow Food members in Australia and Italy.  
Table 4.1. List of interviewees 
Code Gender Age 
No. of Year in 
Slow Food 
Orchard/Herb 
Garden 
Country/Region 
A1 F 65 1 Y Australia 
A2 M 82 13 Y Australia 
A3 F 68 3 Y Australia 
A4* M 55 11 Y Australia 
A5* F 55 11 Y Australia 
A6 M 50 10 N Australia 
A7 F 45 6 Y Australia 
A8 F 40 4 Y Australia 
A9 M 70 9 Y Australia 
A10 M 62 5 Y Australia 
A11 F 70 3 Y Australia 
I1  F 50  6 Y Italy 
I2  M 70 22 Y Italy 
I3 M 30 6 Y Italy 
I4 F 25 5 Y Italy 
I5 M 30 4 N Italy 
I6 F 30 1 Y Italy 
I7 F 53 10 Y Italy 
I8 M 60 4 Y Italy 
I9 F 26 2 Y Italy 
I10 M 65 10 Y Italy 
I11 F 27 2 Y Italy 
R1  M 60 12 N Argentina 
R2  F 63 8 Y Argentina 
R3 F 50  4 Y Argentina 
R4 F 48  9 Y Argentina 
R5 M 36 10 Y Argentina 
R6 M 64 10 N Argentina 
R7 M 48 4 N Argentina 
R8 F 52 5 Y Argentina 
R9 M 56 13 Y Argentina 
R10 F 32 5 N Argentina 
T1** M 72 10 N Taiwan 
T2** F 70 10 N Taiwan 
T3 F 60 8 N Taiwan 
T4 F 42 3 N Taiwan 
T5 F 62 8 N Taiwan 
T6 M 55 5 Y Taiwan 
T7 M 52 9 Y Taiwan 
T8 M 70 8 N Taiwan 
T9 M 48 3 Y Taiwan 
T10 M 36 10 N Taiwan 
Female (F) = 21   
Male (M) = 21  
*/**: married couples             
Age 
18-29 = 3 
30-39 = 6 
40-49 = 6 
50-59 = 10 
60-69 = 10 
70 or above =7 
No. of Year in Slow Food 
   1~5 = 18 
   6~10 = 18 
   11~15 = 5 
   Over 15 = 1 
Orchard/Herb Garden 
Yes (Y) = 29 
No (N) = 13 
(Source: the Author, 2013) 
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A total of almost 58,000 words or 130 pages of text was collected and transcribed after the 
interviews. From the raw data, major themes were identified using a thematic approach. Codes were 
then applied to the data and further reviewed. To ensure reliability, recoding and multiple coding 
was undertaken and reviewed by the researcher and advisors. Verbatim quotes from the 
transcriptions have been used to support and illustrate these themes in the presentation of the results. 
The present study collected data within three major themes: Slow Food involvement, food and 
travel lifestyles, and destination activities.  
 
The following main themes and sub-themes emerged from the semi-structured interviews: 
 
Theme 1. Slow Food involvement 
Theme 1.1 Participation in convivium activities 
Theme 1.1.1 Joining Slow Food regular activities and events 
Theme 1.1.2 Family and friends’ involvement 
Theme 1.2 Slow Food philosophy and values 
Theme 1.2.1 Embrace and practice Slow Food philosophy 
Theme 1.2.2 The importance of communicating Slow Food values 
 
Theme 2. Food lifestyle at home 
Theme 2.1 Food consumption and cooking 
Theme 2.1.1 Shopping for food and ingredients 
Theme 2.1.1 Love for cooking 
Theme 2.2 Meaning of food 
Theme 2.2.1 Food is a medium of communication 
Theme 2.2.2 Food culture and local identity 
Theme 2.2.3 Eating as a political action 
 
Theme 3. Travel decisions, lifestyle and activities 
Theme 3.1 Reasons for travelling 
Theme 3.1.1 The role of food in vacation travel 
Theme 3.1.2 Travelling for work 
Theme 3.1.3 Visiting friends and families 
Theme 3.1.4 Participation in Slow Food events 
Theme 3.2 Travelling companion and activities 
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Theme 3.2.1 Travelling with family and friends 
Theme 3.2.2 Food and cooking activities on vacation 
Theme 3.2.3 Other activities on vacation 
Theme 3.3 Discovery and interaction with the destination 
Theme 3.3.1 Interaction with local culture 
Theme 3.3.2 Slow tourism 
 
 
4.3  Theme 1. Slow Food Involvement 
 
4.3.1 Theme 1.1 Participation in convivium activities 
4.3.1.1 Theme 1.1.1 Joining Slow Food regular activities and events 
Most of the members were active participants in the events of the Slow Food convivium with which 
they were associated. Events organised by each convivium included breakfast or dinner gatherings, 
food tasting workshops, cooking demonstration, local farm visits, and speeches from invited guests. 
Many Slow Food convivia focus on the educational aspect of expanding the amount of ‘good, clean 
and fair’ food-related information available to the general public and younger generations. In 
particular, the Sydney convivium has released a Sydney’s Seasonal Food booklet with information 
about different products in the Sydney area categorised by month. The Sunshine Coast Hinterland 
convivium organised a weekend food event to attract attention to the importance of food in a fun 
and interactive way.  
 
On Saturday, we are going to have workshops and activities and farm tours and 
cooking classes and those sort of things, all around the Hinterland. And then on the 
Sunday we are meeting at the Maleny Showground and we are having a big festival 
there, so there will be stores and markets, talks and cooking demonstrations and 
animals and…lot of things (A8, Female, 40 years old). 
 
Some members had a strong relationship with Slow Food International and worked actively in 
different projects of the Slow Food organisation. Members were devoted to participating in and 
organising new activities for their convivium, and would travel overseas to join international events 
such as Terra Madre and Salone del Gusto organised by Slow Food.  
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In 2006 I went to Terra Madre for the first time; after that I came back and founded 
the Network of Chefs in Argentina within Slow [Food]. In 2008 and 2010 I returned to 
Terra Madre. After 2010 I came back with another idea of expanding the network into 
Latin America. I am now the coordinator of the Latin America network, and with other 
chefs we have edited fifty recipes. I am hoping that Slow Food International would 
dedicate budget to publish these recipes in the coming year (R2, Female, 63 years 
old). 
 
4.3.1.2 Theme 1.1.2 Family and friends’ involvement 
After interviewees’ joined Slow Food, many of their family members also joined the organisation. 
A few members joined because they had friends or relatives in the organisation; members usually 
went together to convivium events and shared other hobbies such as gardening and cooking. 
 
It has been five or six years. I got involved because a friend invited me to join and she 
said that it would be good, you know I have three children, she said we have a lot of 
family events and both of us like to expose our children to food and good food culture, 
so that was the driving force and then I ended up in the committee because I felt there 
wasn't enough family oriented events and they said you should join the committee if 
you want to help make changes (A7, Female, 45 years old). 
 
…my father is also a Slow Food member; he became member after me (I9, Female, 26 
years old). 
 
4.3.2 Theme 1.2 Slow Food philosophy and values 
4.3.2.1 Theme 1.2.1 Embracing and practicing Slow Food philosophy 
Members mentioned many aspects of Slow Food that they had assimilated and valued, such as 
conviviality, the preservation of old traditions, the importance of family values, and assisting 
small-scale producers. Many interviewees perceived a strong sense of belonging when they became 
members of Slow Food. Some of them were already living and acting according to Slow Food 
fundamental values, so when they found out about the Slow Food movement, they joined 
immediately and participated actively to spread its core values. 
 
…I felt I found the reason to explain what I was doing [with Slow Food]. I found the 
nest of my existence; I did not know where these people were (R2, Female, 63 years).  
 
I mean that [Slow Food] fitted in with what I have done in the past (A2, Male, 82 
years old). 
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It [Slow Food] fits right with my own life in the sense of what I believe, in the sense 
about food production and what I like to eat or produce for friends (A7, Female, 45 
years old).  
 
I got in touch with Slow Food in a gastronomic fair; I was surprised that there were 
people doing what I was feeling, around eight to ten years ago. I was impressed that 
there were people in this world really doing very similar things that I would like to do 
(R5, Male, 36 years old). 
 
I like the philosophy of Slow Food that values the usage of local ingredients, 
eco-friendly and family oriented (T6, Male, 55 years old). 
 
 
Other members were not aware of the philosophy of Slow Food before joining the organisation; 
however, thereafter they gradually changed their food consumption and shopping behaviour. A few 
members learned about Slow Food through their profession, either working for the Slow Food 
organisation or by being professionally linked with the food and production sector. These members 
were mainly chefs, food critics, producers and restaurateurs. 
 
I learned slowly about the philosophy; at the beginning I just saw it was against fast 
food, but when I started to learn about it, it’s more than that…eating slower, having 
more relationships with people eating together, the importance of producers, the 
usage and respect of the ingredients (T4, Female, 42 years old). 
 
4.3.2.2 Theme 1.2.2 The importance of communicating Slow Food values 
Many members were inspired by the Slow Food philosophy and worked to educate and expand the 
knowledge of this concept, especially to younger generations. An Argentinean member founded a 
new business stimulated by Slow Food, and it was the only convivium in Argentina with a physical 
office. Some members were chefs or worked closely in the food sector, and were promoting 
projects to assist in the broadcasting of Slow Food values. 
 
The more I understand about Slow Food the more I start to think what kind of chef I 
want to become…I am using indigenous plants in my dishes, I feel that I am a cultural 
developer, I have learnt through the years what kind of job I want to do and what kind 
of culture I want to promote. I am thinking what kind of things I can use to make the 
local taste, the Argentinean taste; for example I am using an herb from aboriginal 
people that you cannot find in the market (R5, Male, 36 years old). 
 
I helped to do a garden in a school in the city, put in a school garden; we got funding 
from the Sydney City Council to put a garden into a Public School, and out of that has 
grown really very strong parents and teachers groups that actually run this garden 
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and give children a chance to grow things, to learn about composting and to cook the 
food (A11, Female, 70 years old). 
 
 
4.4  Theme 2. Food Lifestyle at Home 
 
4.4.1 Theme 2.1 Food consumption and cooking 
4.4.1.1 Theme 2.1.1 Shopping for food and ingredients 
Members were very concerned about getting the right and fresh ingredients for their everyday 
dishes, and most of them shopped at traditional markets. One reason was a health issue; members 
were aware of the relationship between health and food, and most of them purchased organic 
products as much as possible. Support of small-scale producers was something that members did 
regularly to secure the origin of their food. They were also very conscious about environmental 
issues. Reasons for members to buy local were to protect the environment, to shorten food miles 
and to decrease the carbon footprint of each purchased ingredient. Some members said they had 
changed their shopping behaviour after learning about Slow Food and acquiring information about 
small producers. They switched their regular purchases from big supermarkets to small-scale 
producers, were more careful with each product they were buying, and read product labels to obtain 
more information. 
 
The health issue is very important. I think far too much is dead food; everything 
processed is dead, don’t you think so, that’s why when I do soup I do it for two days, 
but never for three days, because the day after it already…the vitality is not there any 
longer. What we do sometimes, juice…I have my own extractor. I don’t buy my juice 
already made; I do it myself (A1, Female, 65 years old). 
 
I am very oriented toward eco-gastronomy; I particularly devalue everything related 
to fast food, the consumption chain, waste of products, waste of packaging, plastic 
containers. I am against the unification or globalisation of food, custom and culture 
(R6, Male, 64 years old). 
 
We have a group of producers that we can buy from, I am very scared about GMOs, 
even though they don’t say this is GMO…everything more into nature makes me feel 
more comfortable (I9, Female, 26 years old). 
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For my meat I have two farmers who I just had a delivery from on Saturday, I have a 
farmer who brings me beef and lamb from his farm every six weeks, and I have big 
fridges and I sell to my friends, because people know this is really, really good 
meat…and I pick up my box of vegetables; what is in the box is grown in the farm so it 
is seasonal, it is organic, it is very local (A8, Female, 40 years old). 
 
4.4.1.2 Theme 2.1.2 Love for cooking 
Members liked cooking for family and friends. Most of the participants responded that they cook 
regularly at home, some of them alternated with their partners to cook, they planned ahead of time 
for different dishes, and enjoyed cooking for themselves and for their family. When members 
cooked, most preferred using fresh ingredients and avoided using precooked packages or canned 
foods.  
 
We cook, we don’t open cans, we don’t freeze, we don’t buy frozen food, we freeze our 
own things, we make our own things, our own marmalades, fruit in syrups, we work 
hard in the summer to prepare, we make our own tomato sauce, put tomato in jars, 
that is part of the tradition but it is a very smart way to add quality food even through 
the winter season (I10, Male, 65 years old). 
 
We are both very busy, but we still try to do as much cooking as possible, so we never 
ever get take away food (A6, Male, 50 years old). 
 
I do like to cook. I still have to learn a lot, I still have a lot of mistakes, but I was very 
happy when my grandma who was 80 who cooked amazing lunches for us when we 
were kids, when she said you learned to make gnocchi, and the secret to make gnocchi 
is to do it wrong many, many times, learn it by doing, you learn from your mistakes 
and you do it right the next time. That gave me a lot of comfort because there are times 
that I think things are not as good as they are meant to be (I6, Female, 30 years old). 
 
Most of the members interviewed, especially in Italy and Australia, had an orchard or herb garden 
at home or at their parents’ home where they could pick fresh ingredients for their cooking. It was 
very natural for these members to grow produce that they needed for their kitchen. Those 
ingredients that they could not get from their orchard they then purchased in local markets. 
Members emphasised that they tried to shop mainly from local cooperative producers or local 
markets. Members felt that purchasing from small producers helped them to remain in the market 
and continue growing products. One member in Taiwan bought land to convert into an orchard that 
he visited whenever he had time. 
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I have a garden with pumpkin, and passionfruit, herbs, potatoes… I work in the 
garden, not my husband. I like to work in the garden (A3, Female, 68 years old). 
 
I buy in fresh local markets. I never buy vegetables in supermarkets. I am very picky in 
the selection of products. For example, all the strawberries I buy need to be small…I 
choose everything (R2, Female, 63 years old). 
 
4.4.2 Theme 2.2 Meaning of food 
4.4.2.1 Theme 2.2.1 Food as a medium of communication 
Members appreciated that eating is one of the pleasures in life. Food was also considered to be a 
medium to transmit love from parents to children. One member mentioned that if children could get 
good quality food every day, everything else should be right. Many members believed that most 
people were disconnected from the food that they consumed every day. For members, food was an 
important medium of communication; it was something that could influence people in a positive or 
negative way depending on the kind of food one was getting. Further, they believed that food was a 
relevant channel to understand other people’s culture and tradition.  
 
We in Italy consider food one of the pleasures of life …the food is a vehicle usually for 
family or friends relationships, it is tradition in Italy that the family is reunited around 
the table, around the dishes, so food for Italians is always important to keep the family 
together, around the table around the good meals; today I cook and I invite my friends, 
tomorrow my friend invites me with his friends, so relationships are expressed around 
the table and around a glass of wine, obviously, because wine and good cooking goes 
together in Italy (I10, Male, 65 years old).  
 
Also I believe that food can be a very positive means of communication, it is a positive 
way to communicate things, because most of the times the communication is toward 
the worst side of the things, so things are always presented in a bad light, or you 
always hear about catastrophes or problems. I think that food can somehow 
communicate and influence people in a positive way, because everyone enjoys being at 
a table and eating food together, this could be an informal way to pass messages and 
communicate (I4, Female, 25 years old). 
 
Further, members felt that food was the adhesive that brought together friends and relations. 
Through a meal friendships were enhanced and family members were united. Most of the 
interviewees had dinner with family members every day and those with parents or grandparents 
gathered at their place to share food on weekends. Everything happened around the table as food 
was considered to be one of the pleasures of life. 
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To me it [food] is a metaphor for love, if we don’t have our food right, then we have a 
sick society, if we don’t have the food right, we have a sick family, so to me it is very 
important to understand and to be aware and to be always inquiring about what is the 
best food that I can feed myself and my family, and where it is that food comes from 
and how it is produced and why it is the best, what can I do to maintain its value and 
its nutrients density (A8, Female, 40 years old). 
 
We are what we eat. I try to practise this most of the time. Less in quantity and better 
in quality (I7, Male, 53 years old). 
 
You should have something good every time you sit down. It doesn’t need to be 
something expensive, but it needs to be fresh and good (A9, Male, 70 years old). 
 
4.4.2.2 Theme 2.2.2 Food culture and local identity 
For members, food was an expression of local culture and identity. As they considered it was 
medium to transmit love, members cooked for their loved ones using fresh and nutritious 
ingredients. From preparing and eating food, one received knowledge about other cultures that 
could not be gained just through reading. The selection of food was linked to each person’s value 
and it was a particular experience of life that food could differentiate us from each other in this 
world. Members were quite knowledgeable about different food cultures and the history of food 
from different places. Members cared about this issue, and read about and searched for new 
information related to food and culture. 
 
I try to eat every local food where I go; this is the experience of life that one tries to 
find in a trip, the gastronomy is also one experience of life. We are living in this world; 
gastronomy is one of the few things where we have differences. Everything is too 
homogeneous in this world; you just find diversity in these small things (R9, Male, 56 
years old). 
 
I think food is a vehicle to culture and pleasure; this is the key. The sharing of food is 
something enjoyable in life (R9, Male, 56 years old). 
 
4.4.2.3 Theme 2.2.3 Eating as a political action 
Some interviewees related eating with political action as each person has the right to choose and 
this action is closely related to each person’s value as a human being. One member in Argentina 
mentioned that Slow Food was a good channel for high-end consumers to get in touch with 
small-scale producers, which might transform these high-end consumers in many ways. Another 
member considered the movement of Slow Food as a social revolution from the kitchen. A few 
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Italian members had strong political reasons to join Slow Food; they considered the movement as 
part of a social revolution from the bottom up, from the land. 
 
Nowadays we have 7 billion inhabitants in this planet of which approximately 1billion 
are starving, and 2 billion are obese, this is something that we need to reconsider, it is 
clear the role of food here from social, political perspective…the relationship 
established with food is something personal and this can be moved into the social 
aspect and make a revolution, a revolution from the kitchen (R9, Male, 56 years old). 
 
Now I am more aware of the movement and I am interested in the political aspect, the 
production, and try to eat food from producers that are close to me; it is not only to 
live well and eat well but to take care of the surrounding environment; it is important 
that they are working and living well (I3, Male, 30 years old). 
 
It [Slow Food] is a good way to get access to this high social class and transform them 
in some ways (R10, Female, 32 years old). 
 
 
4.5  Theme 3. Travel Decisions, Lifestyle and Activities 
 
4.5.1 Theme 3.1 Reasons for travelling 
Slow Food members’ travel decisions were mainly related to their circumstances in life, their job, 
profession, social interactions, and self-development. Although some members were travelling to a 
destination for specific activities (sport or language learning), most members decided their travel 
destinations independently of the activities they would undertake in the destination. The decision of 
activities to be undertaken in the destination was mostly taken after arrival at the destination.  
4.5.1.1 Theme 3.1.1 The role of food in the vacation travel 
Members were asked about their reasons for travelling to a vacation destination. Members said they 
travelled mainly for business reasons, visiting family or friends, or participating in Slow Food 
international events. Only one member travelled specifically for food in a destination during one of 
her recent trips.  
 
The last trip was to Hokkaido, Japan with my family, three of us. We decided the trip 
two weeks before the departure and booked the airline and hotel online. The main 
reason we chose this destination was because my son wanted to eat Hokkaido seafood. 
He is 15 years old (T4, Female, 42 years old).  
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Although food was not their main purpose of travelling, when members arrived in a destination 
Slow Food values were manifested through the activities they did or did not do in the destination. 
Members preferred activities such as visiting local food markets and savouring local food, and 
avoided eating at international chain restaurants that could be found in any metropolitan city. One 
member mentioned her trip to Italy with her husband: 
 
We never go to McDonalds. Nothing that is too touristy, we would walk down…and if 
we see all the Italian women making handmade pasta we go there for dinner (A7, 
Female, 45 years old). 
 
Another member, however, mentioned going to an international chain restaurant to find out if there 
was any local influence in the menu: 
 
I don’t eat fast food, but in Brussels I went to a McDonalds to see the difference with 
here [Argentina] and it was quite different. Local culinary tradition is so important 
that McDonalds cannot be the same in every city; it needs to find a way to get 
accepted by the locals. The bread was different, the meat was not that impressive, it 
was the last time I went to a fast food just to try the difference. I am not against 
anything, I just don’t like it and I don’t participate. I don’t mind going to fast food 
restaurants with friends, I might not eat but drink a coffee (R7, Male, 48 years old). 
 
4.5.1.2 Theme 3.1.2 Travelling for work 
Fifteen out of 43 members said their main travel motivation to a destination was job-driven. Some 
of them combined these working trips with their holiday trips. Eight of them mentioned they were 
not travelling purely for vacation due to time, jobs or financial reasons. Although these members 
did not take purely vacation trips, they were able to include in their working trips a few days of free 
time to enjoy the destination.  
 
My vacations are joined with my academic trips. Since I need to travel very often for 
this reason, the last trip was to Shanghai with the President of the college visiting a 
sister college there. The trip was organised by the college in Shanghai, I did not have 
much choice but to follow the schedule of the program…I usually go with colleague 
friends and we try to stay longer and go out for sightseeing. For example in 
Switzerland we went out to the lake in an evening and enjoyed food by the lake (T5, 
Female, 62 years old).  
 
I haven’t had a long trip holiday for long time. In fact I haven’t had a long trip holiday 
since about 2002 to Spain. I have been back to Spain for you know short periods of 
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time. I love Spain I am very fond of Spain… I have been there several times in the past 
10 years for business trips (A13, Male, 62 years old). 
 
I like to combine my work with my holidays, I used to be the coordinator for 
governmental projects and UNESCO and I travelled to countries that I have never 
been before such as Sri Lanka, Kenya…I always extend these trips to other countries 
such as Indonesia, Singapore. I took a few days apart to know these countries (R1, 
Male, 60 years old). 
 
4.5.1.3 Theme 3.1.3 Visiting friends and families 
Twenty-five members planned most of their trips according to where their relatives and friends 
lived, visiting in passing, or even staying for the whole holiday. By joining Slow Food, many 
members were expanding their circle of friendship to include Slow Food members living in other 
countries, and even travelled to these destinations to visit these new friends. 
 
When I go to travel, more often I would stay with friends and often because of my 
values and my lifestyle, these friends are food producers so I go and stay with friends 
and we would eat food from their farms and definitely from their regions. To me, I like 
to go where I know the food is going to be good. I find it very difficult to go 
somewhere where I cannot find good food, because especially for my son, I just am 
really not wanting him eating unhealthy food (A8, Female, 40 years old). 
 
More often I choose to visit my friends. All my last holidays but one I have been 
visiting friends at places outside Sydney, or overseas in Europe (A11, Female, 70 
years old). 
 
4.5.1.4 Theme 3.1.4 Participation in Slow Food events 
Some of the members have participated in at least one of the Slow Food mega events outside of 
their home countries. Most members combined their holiday or business trips with overseas Slow 
Food events. Members travelled to Italy mainly to attend events organised by Slow Food 
International such as Terra Madre, Salone del Gusto, and Slow Cheese. A few were involved in the 
administration of Slow Food and participated in governmental meetings and conventions organised 
by Slow Food International in different countries around the world. A couple in Australia scheduled 
their holiday trips to coincide with Salone del Gusto in Italy: 
 
We wanted to go to Italy anywhere…so we combined the Salone with a three-week trip 
around Italy at the same time (A7, Male, 55 years old). 
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Another member in Taiwan joined Salone del Gusto to learn more about Italian cuisine since he was 
the owner of two Italian restaurants: 
 
I have never been in Italy before; I would like to know better about Slow Food. This 
trip for me is more business than pressure oriented. I spent a lot of time in Salone del 
Gusto looking around for different kinds of food, I am running Italian cuisine 
restaurants in Taiwan, that is also why I am interested in knowing better about Italian 
local ingredients (T9, Male, 48 years old). 
 
4.5.2 Theme 3.2 Travelling companions and activities 
4.5.2.1 Theme 3.2.1 Travelling with family and friends 
When travelling, members with families usually travelled with their spouses and younger children, 
since most of the older children did not like to travel with adults. Members had a strong sense of 
family and tried to travel with their family whenever possible. Most members mentioned that they 
planned and usually travelled with another person, either family member or friend, with the 
exception of a few members who enjoyed travelling alone. For members in Taiwan, it was very 
common to travel not only with their spouse but also with their parents and children, three 
generations altogether. The length of theirs vacations depended on their jobs and the availability of 
their traveling companions, but usually ranged from one week to one month. Young interviewees 
liked to join spontaneous trips with friends; however, for older interviewees, overseas trips were 
planned months ahead of time and usually coordinated with spouses’ or friends’ vacation periods. 
 
Until four years ago we used to travel together, the whole family, but now my eldest 
daughter is 24 years old, then 23, 21, 20 and 15. So I only travel with my husband and 
the youngest kid. It is hard now to get older kids to travel with us; they travel by 
themselves (R8, Female, 52 years old). 
 
I usually travel with family members; if my wife has time she comes with me (I2, Male, 
70 years old). 
 
I went to Malaysia, Singapore for pleasure last summer for one week. I went with my 
whole family [mum, wife, and daughters]. My mom is already 91 years old, I took her 
there; it was the last chance for her to go abroad (T8, Male, 70 years old). 
 
4.5.2.2 Theme 3.2.2 Food and cooking activities on vacation 
Cooking was an everyday activity for members at home, and they also enjoyed cooking on vacation. 
Some members liked to read restaurant menus in the vacation destination. In deciding on lodgings, 
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members preferred to rent houses with kitchen appliances in natural areas or stay in family-owned 
hostels. Some interviewees mentioned their preference to join food tours or cooking courses in the 
destination and they booked these courses before their arrival.  
 
Most days we will go to a market, and that will be our morning. We will go around the 
local market, we will shop and we will get the things we need for that day. And then in 
the afternoon, often we would go to do the tourist things, and then we will come back 
at night, we will sit and have a drink together with our friends, and something to eat 
and then we will cook a lovely dinner while we drink some wine and then we go to bed 
(A9, Male, 70 years old). 
 
…the house is quite small, equipped with a kitchen, a BBQ, firewood…since we know 
so many people around, we always have parties with local people and my friends in 
Uruguay (R9, Male, 56 years old). 
 
Wherever members travelled, they visited local markets and ate at local restaurants. They shopped 
at traditional markets and enjoyed visiting these local markets. While food might not have been the 
main reason for them to travel, their food searching and consumption behaviours were very similar 
to those they adopted at home. 
 
I eat what local people are eating…I always stay a weekend and visit the local market, 
where producers show their fresh products, cheese…I love it (R2, Female, 63 years 
old). 
 
We shop in the village. There are still little shops; it is still an old style village where 
you can find a little bit of everything in the village. There are also big supermarkets, 
but we prefer going into the small shops (I10, Male, 65 years old). 
 
When my wife and I were in Quebec for the conference in Quebec City we had one day 
so we hired a car and drove to El Dos de Leon because we have heard that’s where all 
the produce came from; we were visiting farms, in Quebec itself we went to the food 
markets. We bought a lot of things and took them back to the hotel room for our picnic 
dinner; that is something we are interested in, we will never go to the chain of stores 
such as McDonalds. Our friends are similar; they would do the same thing (A4, Male 
member of Australian married couple, 55 years old). 
 
If members did not cook for themselves, they sourced local restaurants for authentic, traditional 
local food, with some choosing only family restaurants. Most members were open-minded in trying 
new ingredients, such as kangaroo meat or unfamiliar street food. One Australian interviewee 
mentioned he enjoyed trying different street food in Asian countries and sought out authentic 
dishes. 
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Every time I travel I try local food, particularly street food (A2, Male, 82 years old). 
 
We were eating and cooking. One thing we knew we were in an area of 
kangaroos…possible aboriginal ingredients; we were curious to see if we could have a 
meal that included that (kangaroos)…and try things we hadn’t tried before (A11, 
Female, 70). 
 
4.5.2.3 Theme 3.2.3 Other activities on vacation 
Other activities that members liked to be involved in were camping, trekking, biking and learning 
languages: 
 
I spent four vacations bicycling, for example I did Croatia Slovenia by bicycle, I did 
Trieste to Istanbul by bicycle, last year I went to Czech Republic. Sometimes it was 
three weeks’ time in total. The trip to California, it is around 15 days, the trip to Czech 
Republic is around one week, it all depends how long you plan to ride…we send our 
bicycles to all these places (I3, Male, 30 years old). 
 
I have been in more than 100 countries; therefore, I try to go at least once a year to 
countries, cultures that I am not very familiar with. In April I was in Europe, I was in 
Germany, Spain and Italy with my wife. In September I went with a friend to the 
Pantanal in Brazil, I also went to Bonitos. Last week I was doing trekking the whole 
week in Tucuman Mountains (R1, Male, 60 years old). 
 
 
Some members also travelled to practice a specific language, such as Russian, Spanish, or Arabic, 
which took them to native-speaking countries: 
 
I studied English and Arabic, that’s why I want to spend some time there [Syria], I 
found a university course, it was a language course of Arabic, it was a 3 week course, 
after that course I spent the rest of the time travelling around. Syria mostly, but I went 
also to Lebanon, and Jordan, Petra, where there archaeological sites, I spent most of 
the time travelling around, we went all the way East to the border with Iraq, in the 
dessert, we spent two days there (I4, Female, 25 years old). 
 
I went to Russia last month, for two weeks. I am now learning the language, Russian, 
and I don’t have opportunity to practise in Italy. I went to Russia to see if my language 
skill is enough for locals (I3, Male, 30 years old).  
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4.5.3 Theme 3.3 Discovery and interaction with the destination 
4.5.3.1 Theme 3.3.1 Interaction with local culture 
When travelling, members liked to interact with local people. They enjoyed talking to shop owners, 
producers, fishermen, and waiters as a way of integrating and connecting with a particular 
destination. They tried to become part of the environment in the destination. Further, members not 
only interacted with local people, but also wanted to live like them. Interviewees expressed their 
strong interest in observing and interacting with local people in order to understand different ways 
of living and to feel like a local.  
 
When I travel I try to live the same way that a local lives. (R10, Female, 32 years old). 
 
That is what we like. We shop as locals do. And we get to know them, and when you go 
to the same place often the shop keeper gets to know you and they give you better 
things, or something special or they put extra in, they give you better advice when you 
are buying cheese and that sort of things, ‘cause they know you (A9, Male, 70 years 
old). 
 
I spent four months in Italy this year. I went in March 2011; I spent two months in the 
cooking school and two months working in a local restaurant. I learned how to make a 
true Italian dish. During these four months, I learned about the culture of the place, I 
found out that Italians are more relaxed, less serious than Asians (T9, Male, 48 years 
old). 
 
4.5.3.2 Theme 3.3.2 Slow tourism 
Members preferred to go to natural places with pleasant landscapes. Many avoided going to big 
cities and preferred to stay in small towns for long periods of time. They might go camping, rent a 
caravan, ride bicycles, or walk through small cities near the sea, in mountain areas, or on isolated 
islands. Most interviewees expressed a desire to visit rural areas instead of metropolitan cities. 
Members preferred to take long holidays, with a few members who had retired staying for more 
than a month in a destination. Most interviewees enjoyed staying in one place and exploring the 
environment, having read up on the local history of the area before departure. They felt that if they 
moved too quickly from one place to another, they would not properly experience and appreciate 
the environment. 
 
I don’t believe in quick trips, I prefer to go to a place and stay there for a couple of 
months. The other place I would like to go is Tolero; it is a wonderful place. It was the 
birth place of the Spanish language, it was the end of the Moorish period, it was a very 
112 
 
important place for learning and study, the Moors are great scholars and they brought, 
they saved all the books, the Greek books, we have to thank the Moors for the Greek 
philosophy, they were great writers, and all the books went to Tolero and all the 
scholar translated them into different languages…I love to go in winter that rains for a 
month…it is a romantic town (A10, Male, 62 years old).  
 
This year we went to the mountains for 4 days, we rented a trailer for camping and we 
knew that there was nothing over there but that is why we wanted to go. We bought a 
lot of cheese; we went to local restaurants and ate local jam (I5, Male, 30 years old). 
 
We like to go to Vulcano, Island of Eolie. It is an island of Eolie; it is near Messina in 
Sicily, there are seven islands; Vulcano is one of the islands. It is an active volcano 
near Stromboli…we go every year once a year for a week, 7 days, only me and my 
husband (I1, Female, 50 years old). 
 
The place, the people, if there is something interesting we wait to see it, for example 
the comeback of blue penguins; we waited a little bit longer to see the penguins. We 
are looking basically for nature, we talk with local people, see how they live…there 
were small communities, people were very nice and accessible, they were happy to talk 
to us (I7, Male, 53 years old). 
 
Members enjoyed having freedom in scheduling their own itinerary. Most of their trips were 
independently organised. Even when travelling to unfamiliar countries they avoided package tours 
and tried to book their own flights and accommodation through the Internet. Members preferred to 
have control of each day and experienced the destination slowly, without rushing from one place to 
another. They usually stayed in a place long enough to interact with local people to gain a sense of 
the environment, the food, and the culture in the surrounding area. Members liked to experience a 
place deeply, preferred small towns where they could relax and enjoy the place in tranquillity, 
planned itineraries day by day, and avoided tourist destinations that many felt would be too 
crowded. By going to natural places and open spaces, they felt they could recover energy for the 
rest of the year. 
 
When I travel I like to sense the place. I never hire package tours or cruises; it is not 
on my list of priorities (R10, Female, 32 years old).  
 
I got the airfare from a travel agent and I booked everything else online, all the 
accommodation, houses, everything online. We go usually for a month…. We don’t 
move around much, we like to stay in each place at least a couple of nights. You don’t 
need to change hotels so often, if you are moving quickly you don’t see anything (A9, 
Male, 70 years old). 
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I like to bike in these areas [East Coast of Taiwan], I sleep in my camping van, I drive 
to a place with nature and take the bike to ride in the area. I don’t have an exact 
destination; I just stop where I feel good. I always take three weekdays to go, from 
Tuesday to Friday where you don’t see many tourists (T7, Male, 52 years old). 
 
Like Bra in Italy there are hundreds of towns in which there are very, very interesting 
points of view of arts, people, mentality, cuisine. In important towns like Milan, 
Venetia, Roma, sometimes it is quite hard, because there are too many tourists, 
sometimes it is difficult to get there to find an hotel, it is difficult to find a place in a 
restaurant, everything is not so easy. On the contrary, going to a small town with the 
same charm maybe, life is much easier because you find place easily, life is more 
enjoyable in these places (I10, Male, 65 years old). 
 
 
4.6  Summary and Discussion for Research Issue 1 
 
The purpose of this research issue was to understand Slow Food members’ involvement, food and 
travel lifestyles, and destination activity preferences. It was also important to find out whether 
members’ travel decisions were motivated by food.  
 
Slow Food members demonstrated strong Slow Food values and practised these values on a daily 
basis. These values are based on acquiring ‘good, clean and fair’ food (Petrini, 2007). Members 
considered their food suppliers as co-producers that formed part of the food production cycle, and 
were interested in practicing eco-gastronomy (Labelle, 2004). Some members acquired these values 
after joining Slow Food while some already had a similar philosophy toward food; when they 
encountered the Slow Food movement, these members were excited to find people with similar 
values. Most members participated actively in covivium activities and joined Slow Food 
international events. They formed a group of people with similar interests and values and worked on 
the expansion of these values to the general public, including the younger generations, through 
projects sponsored by each local convivium or by Slow Food headquarters. 
 
Interviewees’ family members usually shared and practised these values. They developed 
friendships with other Slow Food members in their own country and around the world. Although 
the professional lives of many members were linked directly to the food sector, some had not 
working closely with the food sector; rather, they had learned Slow Food values directly from Slow 
Food or from their parents, spouses and friends.  
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From the lifestyle literature, when a person practises something that became a long lasting habitus, 
the person carries this behaviour wherever he or she goes (Bourdieu, 1990). The literature also 
suggested that individuals’ decision-making is influenced by habitus and they make decisions based 
on prior social and historical experience, as suggested by FLAG theory (Allen, 2002). For Slow 
Food members, it is their habitus to seek out good, clean, and fair food ingredients for their meals. 
The emphasis on getting the ‘right’ ingredients for their daily meals was similar across all 
interviewees. They spent time and effort on finding the best and freshest ingredients, they built up a 
network of suppliers that they could trust, and shopped mainly in these places. They read 
extensively about the production of each different ingredient and avoided any chemicals or 
unhealthy food that was store-bought. This attention also extended to considerations of the land and 
the environment, with most of the members having pro-environmentalist opinions on topics related 
to the production of food. They were very well informed about different additives that might be 
included during the production of a specific food, such as meat, chicken, eggs, milk, and different 
kinds of vegetables and fruits. Members advocated the use of local ingredients and bought only 
from local and small-scale producers. Although members were very local in the selection of food, 
they were open-minded in tasting different kinds of dishes.  
 
Cooking was something most of the members enjoyed and practised on a daily basis. While they 
were very particular in terms of selecting dishes, members differed in cooking styles, with some 
more sophisticated than others. A few members liked to learn new ways of cooking and joined 
cooking classes in different countries they visited. The love for cooking could be seen in that many 
of the interviewees had very spacious and well-equipped home kitchens that they used frequently. 
Interviewees’ living environment was observed by the researcher while conducting some of the 
interviews at members’ homes. 
 
For the intrinsic aspect of eating, many members advocated that eating was one of the pleasures in 
life, with food as a medium to understand other cultures. The action of eating not only fulfils 
physiological aspect of an individual but also the psychological or intrinsic part of a human being 
(Cherry et al., 2011; Germann Molz, 2007). Slow Food members perceived that each person has the 
right to choose what to eat every day, which is a political action that it is linked directly to each 
person’s basic values. They had extensive knowledge about food and food cultures around the 
world; when they travelled they liked eating local food, with some reading up on local recipes. 
 
There were two different stages in the vacation decision-making of Slow Food members. 
Considering decision-making as a process and naturalistic approach, Slow Food members made a 
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clear distinction between the decision to travel to a destination and the decision to undertake 
destination activities. In terms of their vacation decisions, members pointed out that they were not 
travelling mainly for food but for various other reasons such as business trips, visiting family or 
friends, learning languages, or participating in Slow Food events. Although members were not 
travelling specifically for food-related reasons, when they arrived in a destination, they carried out 
activities related to food and travelled in a way that validated the core values of Slow Food. 
Consistent to the literature, members had a preference to be in natural environment in their vacation 
destinations (Hall, 2006). They liked to stay in one place long enough to interact with local people, 
hence practising slow tourism (Murayama & Parker, 2012). Members considered the concept of 
‘slow’ went beyond food, with this belief manifested in the activities they undertook in the 
destination (Nevison, 2008). 
 
The results of this qualitative data analysis suggested that members did not travel mainly for food 
but for diverse reasons that included business. However, members were strongly and constantly 
linked with Slow Food values and irrespective of the reason they travelled and with whom they 
travelled, when they arrived in the destination they practised these values. This food consumption in 
the destination coincided with their habitus and showed consistency between their at-home and 
travel behaviour. 
 
 
4.7  Destination Activity Preferences Scale (Research Issue 2)          
 
The second research issue in Phase 1 of this study led to the development of a scale to measure 
destination activity preferences of participants. A total of approximately 58,000 words were 
collected from 40 face-to-face interviews. All transcripts other than English were first translated 
into English by the researcher for consistency. Raw data were analysed per region separating into 
four different groups (Australia, Italy, Argentina and Taiwan). Two major distinctions were found 
with different categories: those related to ‘activities’ in the vacation place and those related to 
‘attributes/values’ attached during the journey. Verbatim quotes were coded accordingly into each 
category.  
 
Major themes and sub-themes were then identified using a thematic approach that considered the 
three themes of this study: Slow Food involvement, food and travel lifestyles, and destination 
activities. Verbatim quotes coded under ‘activities’ and ‘attributes/values’ were evaluated and 
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assigned into one of the three major themes of this study. After eliminating double inputs and 
merging similar codes, each region group was first crosschecked in pairs and then with all four 
groups together for similarities and differences. Finally, the four groups of analysed data were 
merged together to create one single data set in NVivo.  
 
A group of destination activities common to international Slow Food members was identified. A set 
of 20 statements was incorporated in the pilot tests conducted on Slow Food members and 
non-Slow Food participants. After preliminary analysis through pilot tests and discussion with the 
researcher’s advisors, five questions were eliminated and the following 15 questions related to 
destination activity preferences remained to be incorporated into the formal questionnaire during the 
second phase of this study (Table 4.2).  
 
Table 4.2. Vacation destination activity preferences (DA) items 
Items Food-activities Travel-activities 
1. I prefer staying in small/family owned hostels rather than 
big chain hotels. 
 ∆ 
2. I like to stay in one destination as long as possible.  ∆ 
3. I like to visit farmer/traditional markets in a destination.  ∆ 
4. I like to join cooking classes on my trips if possible. ∆  
5. I like to cook my own meals on my trips if possible. ∆  
6. I like to try local street food in a destination. ∆  
7. I do not eat local food of a destination; I prefer food that I 
am familiar with.  
∆  
8. I like to read recipes/menus in the destination. ∆  
9. I like to buy cookbooks in the destination. ∆  
10. I like to live like a local in the destination.  ∆ 
11. I like to have flexibility in my itineraries.  ∆ 
12. I like to enjoy a destination slowly.  ∆ 
13. I like to join food events/festivals. ∆  
14. I like to visit Slow City (Cittàslow) destinations.  ∆ 
15. I like to buy local produce in the destination. ∆  
(Source: the Author, 2013) 
 
The analysis of qualitative data revealed Slow Food members’ involvement, food and travel 
lifestyles, and destination activity preferences. Although members were from different cultural 
backgrounds, they shared a similar philosophy toward Slow Food and practised this on daily basis. 
Slow Food members had a variety of different reasons to travel to a destination that were mostly 
independent from food; however, members shared some common preferences for food and travel 
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activities in the destination. A scale of destination activity preferences was developed after the 
analysis and used in Phase 2 of this study. 
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CHAPTER 5 QUANTITATIVE ANALYSIS (Phase 2) 
 
 
5.1 Introduction 
 
This chapter presents the results collected from Phase 2 (quantitative) of this study. There were two 
groups of participants in this study: the main target group of international Slow Food members, and 
an additional control group of non-Slow Food participants. The findings of this chapter are 
presented according to the research objectives developed for this phase, and focus on Slow Food 
involvement, FRL, TL, and DA of Slow Food members and non-Slow Food participants. This study 
developed the following four research objectives for this phase:  
 
1. To examine the influence of Slow Food involvement on food-related lifestyle (FRL) 
2. To examine the influence of Slow Food involvement on travel lifestyle (TL) 
3. To examine the influence of Slow Food involvement on vacation destination activity 
preferences (DA) 
4. To examine the relationships between lifestyle (FRL and TL) and vacation destination 
activity preferences (DA) 
 
In this quantitative phase, two questionnaires were conducted; one online survey targeted the 
international Slow Food members’ community, and one on-site survey at the ‘Good Food & Wine 
Show’ in Brisbane, Australia targeted non-Slow Food participants. The inclusion of non-Slow Food 
participants provided a control group and allowed for a more thorough investigation of the 
relationships between Slow Food involvement and the other variables of interest in this study.  
 
This chapter comprises eight main sections. Following this introduction (Section 5.1), in Section 5.2, 
three groups of Slow Food involvement are defined (no involvement, low involvement and high 
involvement). Section 5.3 provides a demographic profile of the three groups of participants. In 
Section 5.4, food-related lifestyle responses are examined for the three groups. In Section 5.5, travel 
lifestyle responses are examined for the three groups, while in Section 5.6 vacation destination 
activity preferences are examined for these three involvement groups. In Section 5.7, the 
relationships among food-related lifestyle, travel lifestyle and vacation destination activity 
preferences are examined. A Path Analysis is presented to show the interrelationships among 
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involvement, lifestyle and vacation destination activity preferences. This chapter concludes with a 
summative statement in Section 5.8. 
 
 
5.2  Involvement in Slow Food 
 
Participants were divided into three groups. Based on their overall Slow Food involvement score, 
international Slow Food members were divided into high involvement (HI) and low involvement 
(LI) groups, while the group of participants without Slow Food involvement constituted the no 
involvement (NI) group. 
 
The consumer involvement profile (CIP) scale was used in this study to measure Slow Food 
members’ involvement. This multidimensional scale was previously used in the measurement of 
involvement in product, personal participation, purchasing, and fitness programs (Laurent & 
Kapferer, 1985; McIntyre, 1989; Park, 1996; Suh et al., 1997). Dimanche (1991) compared two 
involvement scales — consumer involvement profile (CIP) and personal involvement inventory 
(PII) — and favoured the multidimensionality that CIP offered to measure involvement. Past studies 
have used the CIP involvement scale as a multidimensional instrument (Havitz & Dimanche, 1997). 
In this study, the initial factor analysis revealed two factors; however, when one item (A7, ‘I have 
little or no interest in Slow Food’) was removed from the analysis due to a low communality value 
(.132), only one factor was found to represent the items in this scale. Therefore, the involvement 
scale in this study was treated as a single scale. The reliability of the scale was assessed using 
Cronbach’s alpha (α= .851).  
 
A composite involvement score was calculated as the mean of the ten involvement items, and item 
A7 which was reversed scored. Participants whose mean involvement score was higher than 5.0 
(5=slightly agree, 6=agree, 7=strongly agree) were considered to have high Slow Food involvement 
(HI). A mean score of 5.0 or below was considered low Slow Food involvement (LI). There were 
207 participants in the NI group, 125 participants in the LI group, and 212 participants in the HI 
group. 
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5.3  Profile of Respondents 
 
Demographic profiles of 512 participants were gathered, with 203 allocated to HI, 118 to LI, and 
191 to NI. Both LI and HI groups included more male participants than female participants (54% 
males in LI and 53% males in HI). The result was similar to past studies which have found the 
typical profile of a Slow Food member to be a middle-class male aged over 50 (Gaytán, 2004; 
Nevison, 2008). The NI group had more female participants than male participants (60% of females 
in NI). 
 
Most participants in the LI and HI groups were Italians (59% in LI and 65% in HI), while all 
participants in the NI group were Australians (100%). Slow Food members were mostly over 50 
years old (56% of the LI group and 69% of the HI group). For the NI group, the majority of 
participants (82%) were under 50 years old. 
 
Most participants in the three involvement groups had no children under 12 years old (82% in NI, 
75% in LI, 79% in HI) and were college/university graduated or above (70% in NI, 84% in LI, 75% 
in HI). There were more participants working in non-food-related sectors than food-related sectors 
across the three involvement groups. For the NI group, 10% worked at food-related sectors, 
compared with 26% of the LI group and 22% of the HI group. 
 
The HI group included the most participants who were retired (12%) compared with the LI group 
(6%) and the NI group (2%). This result was not surprising since most participants (64%) in the HI 
group were over 50 years old. The NI group had slightly higher income level than LI and HI groups. 
The most likely reason that non-Slow Food participants had a higher income level than Slow Food 
members is that participants in the NI group were Australians and most participants in HI and LI 
groups were Italians, with the income level of Australians being higher than that of Italians. The 
monthly household income in Australia was AUD3392 compared with EUR1880 (AUD2487) in 
Italy according to Wikipedia and Year Book Australia ("List of countries in Europe by monthly 
average wage," 2013; "Year Book Australia, 2012," 2013).  
 
The LI group had the highest percentage of participants cultivating an orchard/herb garden at home 
(69%), followed by HI (61%) and NI group with 52%. The result was similar compared to 
qualitative data in Chapter 4, with 67% of Slow Food members interviewed having an orchard/herb 
garden at home. 
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Most respondents who were Slow Food members had been members for over four years (62% for 
LI group and 71% for HI group); 20% in LI group and 22% in HI group had been members of Slow 
Food for over 12 years. None of the participants in the NI group had joined a Slow Food convivium, 
and they had little or no knowledge of Slow Food. For example, most NI participants had not heard 
of Slow Food (57%), heard about it but didn’t know much (12%), or knew very little (21%).  
 
The major differences between NI, LI and HI groups were gender (more females in NI and more 
males in LI/HI), age (most participants below 50 in NI and most participants over 50 in LI/HI), and 
national culture (all Australians in NI and mostly Italians in LI/HI). These differences between 
groups were taken into consideration throughout the quantitative analysis. Separate analyses 
considering the effect of gender, age and language group were carried out, and the findings are 
presented at the end of each section. 
 
Table 5.1 shows the demographic information for each Slow Food involvement group. 
 
Table 5.1. Demographic information of three groups of involvement in Slow Food (NI/LI/HI) 
 
Characteristics/Group 
 
NI group  
% (n) 
LI group 
 % (n) 
HI group 
 % (n) 
Overall 
Gender 
 Female 
 Male 
 
60.2% (115) 
39.8% (76) 
 
45.8% (54) 
54.2% (64) 
 
46.3% (94) 
53.7% (109) 
 
51.4% (263) 
48.6% (249) 
National Culture 
 Italian 
 Australian 
 USA 
 Argentinean 
 Asian (Chinese/Japanese/Korean) 
 UK/Irish/Canadian/South African 
 Others 
 
 
100% (207) 
 
59.5% (72) 
11.6% (14) 
9.1% (11) 
17% (2) 
4.2% (5) 
8.3% (10) 
5.8% (7) 
 
65.4% (134) 
5.9% (12) 
10.7% (22) 
4.9% (10) 
4.4% (9) 
1% (2) 
7.8% (16) 
 
38.6% (206) 
43.7% (233) 
6.2% (33) 
2.3% (12) 
8.6% (14) 
2.3% (12) 
4.3%(23) 
Age 
 18-29 
 30-39 
 40-49 
 50-59 
 60-69 
 70 or above 
 Unknown 
 
38.2% (73) 
27.7% (53) 
16.2% (31) 
13.1% (25) 
4.7% (9) 
 
 
 9.6% (12) 
13.6% (17) 
23.2% (29) 
25.6% (32) 
20.8% (26) 
4% (5) 
3.2% (4) 
 
6.1%(13) 
13.2%(28) 
14.2%(30) 
39.2%(83) 
21.2%(45) 
3.8%(8) 
2.4%(5) 
 
18.7% (99) 
18.5% (98) 
17% (90) 
26.5% (140) 
15.1% (80) 
2.5% (13) 
1.7% (9) 
Children under 12 years old 
 None 
 1-2 
 3-4 
 Unknown 
  
82.7% (158) 
14.7% (28) 
2.6% (5) 
  
75.2% (94) 
18.4% (23) 
.8% (1) 
5.6% (7) 
 
79.7% (169) 
14.2% (30) 
.9% (2) 
5.2% (11) 
 
79.7% (421) 
15.3% (81) 
1.5% (8) 
3.4% (18) 
Education 
 Primary school 
 Secondary/High school 
 College/University 
 Graduate school or above 
 Unknown 
 
 
29.3% (56) 
48.7% (93) 
22% (42) 
 
1.6% (2) 
14.4% (18) 
51.2% (64) 
29.6% (37) 
3.2% (4) 
 
2.4% (5) 
22.2% (47) 
50.5% (107) 
22.6% (48) 
2.4% (5) 
 
1.3% (7) 
22.9% (121) 
50.1% (265) 
54% (127) 
1.7% (9) 
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Occupation 
 Student 
 Academic 
 Professional (food related sector) 
 Professional (non-food related sector) 
 Self-employed (food related sector) 
 Self-employed (non-food related sector) 
 Employee (food related sector) 
 Employee (non-food related sector) 
 Retired 
 Farmer/Producer 
 Other 
 Unknown 
 
8.5% (16) 
2.1% (4) 
2.6% (5) 
42.1% (80) 
2.6% (5) 
4.7% (9) 
5.3% (10) 
25.3% (48) 
2.6% (5) 
1% (2) 
2.6% (4) 
 
1.6% (2) 
7.2% (9) 
12% (15) 
20% (25) 
5.6% (7) 
4.8% (6) 
8.8% (11) 
17.6% (22) 
6.4% (8) 
2.4% (3) 
10.4% (13) 
3.2% (4) 
 
1.4% (3) 
5.2% (11) 
10.4% (22) 
20.8% (44) 
10.4% (22) 
11.8% (25) 
1.9% (4) 
9.4% (20) 
12.7% (27) 
4.7% (10) 
9% (19) 
2.4% (5) 
  
4% (21) 
4.6% (24) 
8% (42) 
28.3% (149) 
6.5% (34) 
7.6% (40) 
4.7% (25) 
17.1% (90) 
7.6% (40) 
2.8% (15) 
6.8% (36) 
1.7% (9) 
Family Income 
 < AUD30,000 
 AUD30,001~50,000 
 AUD50,001~100,000 
 AUD100,001~150,000 
 AUD150,001~200,000 
 >AUD200,000 
 Unknown 
 
5.2% (10) 
13.1% (25) 
31.9% (61) 
22% (42) 
12% (23) 
6.3% (12) 
9.4% (18) 
  
12.8% (16) 
27.2% (34) 
27.2% (34) 
14.4% (18) 
4% (5) 
3.2% (4) 
11.2% (14) 
 
18.6% (39) 
27.6% (58) 
25.7% (54) 
13.8% (29) 
1.9% (4) 
1.4% (3) 
11% (23) 
  
12.8% (65) 
23% (117) 
29.5% (150) 
17.5% (89) 
6.3% (32) 
3.7% (19) 
7.3% (37) 
Orchard/Herb garden at home 
 Yes 
 No 
 Unknown 
  
52.2% (94) 
47.8% (86) 
 
  
69.6% (87) 
26.4% (33) 
4% (5) 
 
61.4% (129) 
35.7% (75) 
2.9% (6) 
 
60.2% (310) 
37.7% (194) 
2.1% (11) 
Number of Years in Slow Food as a member 
 Less than a year 
 1~3 years 
 4~8 years 
 9~12 years 
 More than 12 years 
  
10.6% (13) 
27.6% (34) 
31.1% (37) 
11.4% (14) 
20.3% (25) 
 
8.2% (17) 
20.7% (43) 
34.1% (71) 
14.9% (31) 
22.1% (46) 
 
9.1% (30) 
23.3% (77) 
32.6% (108) 
13.6% (45) 
21.5% (71) 
Knowledge about Slow Food 
 Never heard of it 
 Heard of it but don’t know about it 
 Know a little 
 Know quite a lot 
 
57.5% (119) 
12.1% (25) 
21.3% (44) 
1.4% (3) 
   
57.5% (119) 
12.1% (25) 
21.3% (44) 
1.4% (3) 
(Source: the Author, 2013) 
 
 
5.4  Objective 1: The influence of Slow Food involvement on 
food-related lifestyle  
 
This section examines the influence of Slow Food involvement on FRL. Four FRL factors are 
identified in Section 5.4.1. One-way ANOVA and discriminant analyses were used to identify the 
ways in which the three Slow Food involvement groups varied in relation to FRL in Section 5.4.2. 
Finally, the possible confounding effects of gender, age and language differences are acknowledged 
and examined in Section 5.4.3. 
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5.4.1 Food-related lifestyle factors 
 
The 23 items representing FRL were analysed using Principal Axis Factoring with Varimax rotation. 
This analysis was conducted to reduce the data set to a more manageable size and to understand the 
structure of the set of variables (Field, 2009). On the initial factor analysis, the Kaiser-Meyer-Olkin 
(KMO) measure of sampling adequacy was .776 and the Barlett’s Test of Sphericity χ2(253)=2840.936, 
p<.001, indicating that the data were suitable for factor analysis. However, a number of items were 
found to have very low communalities. “Communality is the total amount of variance an original 
variable shares with all other variables included in the analysis” (Stamatis, 2012, p. 325). 
 
All items with communalities <.2 were eliminated (items B2, B11, B18 and B9). Several iterations 
of the factor analysis were then conducted and the solutions examined. In each analysis, the 
communalities table was examined, and items with a communality <.2 were removed to improve 
clarity (Hair, 2010). In consequence, items B16, B22, B4, B6 and B17 were also eliminated and 
only 14 items were examined in the final analysis.  
 
The results for the final solution are reported in Table 5.2. Four factors underlying food-related 
lifestyle were identified by using Kaiser’s criterion of eigenvalues>1: factor 1 represents preference 
for buying quality food products, factor 2 represents commitment to food preparation, factor 3 
represents importance of socialising over a meal, and factor 4 represents consideration of food cost.  
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Table 5.2. Principal Axis Factoring with Varimax rotation of FRL items 
Factor Items 
Factor loading Cronbach’s 
alpha 1 2 3 4 
Factor 1:  
Preference for buying 
quality food products 
 
B7. I try not to purchase or consume products 
with artificial additives and preservatives. 
B10. Where possible I use organic products. 
B9. I often purchase food products from 
small-scale producers. 
B1. I usually check labels on food products to 
decide which brand to buy. 
B12. I choose fresh items over canned, frozen, 
or prepacked products. 
B15. I frequently consume ready-to-eat foods.
a
 
.787 
 
.766 
.681 
 
.608 
 
.577 
 
.557 
.048 
 
.060 
.183 
 
.065 
 
.187 
 
.104 
.052 
 
.090 
.104 
 
.058 
 
.091 
 
.018 
.097 
 
-.093 
-.080 
 
.092 
 
.003 
 
-.041 
.828 
Factor 2:  
Commitment to food 
preparation 
 
B13. I enjoy spending time cooking. 
B14. I am always looking for new recipes to try 
out. 
B3. I enjoy shopping for food. 
B21. Being praised for my cooking increases my 
confidence. 
.196 
.163 
 
.330 
-.062 
.867 
.777 
 
.456 
.368 
.867 
.777 
 
.456 
.368 
.867 
.777 
 
.456 
.368 
.739 
Factor 3:  
Importance of 
socialising over a meal 
 
B23. Socialising with friends over a meal forms 
a significant part of my social life. 
B20. I regularly meet friends for dinner. 
.202 
 
.094 
.133 
 
.073 
.768 
 
.713 
-.045 
 
-.026 
.711 
Factor 4: 
Consideration of food 
costs 
 
B8. I compare prices of products to ensure I 
receive the best value for money. 
B5. No matter what item, I always check the 
price. 
.098 
 
-.099 
.067 
 
.026 
.033 
 
-.097 
.749 
 
.689 
.650 
a. Item is reversed scored 
 
 
The reliability of the subscales was examined using Cronbach’s alpha. All factors had Cronbach’s 
alpha >.60, which is considered adequate for exploratory research (Hair et al., 2006). Composite 
variables were created by calculating the mean of all items loading on each factor, and these were 
used in further analyses. 
 
5.4.2 Influence of Slow Food involvement on food-related lifestyle 
 
One-way ANOVA techniques were used to examine differences among the three Slow Food 
Involvement groups in their responses to the four food-related lifestyle factors (preference for 
buying quality food products, commitment to food preparation, importance of socialising over a 
meal, and consideration of food costs). The results are summarised in Table 5.3. 
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Table 5.3. One-way ANOVA results: differences between the three involvement groups on FRL factors 
FRL Factor 
NI (1) LI (2) HI (3) 
df F p 
Post-hoc 
Scheffe Mean SD Mean SD Mean SD 
Preference for buying quality 
food products 
4.83 1.07 6.02 .64 6.23 .55 (2,528) 169.922 <.001 (3)=(2)>(1) 
Commitment to food 
preparation 
5.50 1.14 5.55 .91 5.79 .84 (2,535) 5.102 .006 
(3)=(2) 
(2)=(1) 
(3)>(1) 
Importance of socialising over 
a meal 
5.00 1.31 5.02 1.17 5.71 .99 (2,538) 23.102 <.001 (3)>(2)=(1) 
Consideration of food costs 5.53 1.31 5.11 1.24 5.12 1.33 (2,533) 6.411 .002 (1)>(3)=(2) 
Note. Items were rated on a 7-point scale from 1= ‘strongly disagree’ to 7=’strongly agree’. 
 
Study results revealed significant differences between the three Slow Food involvement groups on 
each of the four factors. These results are displayed graphically in Figure 5.1. From the Scheffe 
post-hoc analysis, the HI and LI groups did not differ significantly from each other in three of the 
four factors. The only factor where the HI group was significantly higher than the LI group was 
importance of socialising over a meal. Here, the LI and NI groups showed similar interests. Both HI 
and LI groups gave their highest rating to the factor preference for buying quality food products, 
while the NI group rated this least among all the FRL factors. While the NI group rated 
consideration of food costs the most important factor, this factor was less important for the HI and 
LI groups.  
 
 
 
Figure 5.1 FRL factors’ mean comparison between involvement groups 
 
 
In order to further explore the differences among the three groups on the food-related lifestyle 
variables, a series of discriminant analyses using a stepwise approach was employed to identify the 
items that best discriminated between NI, LI and HI groups. Similar results were found compared to 
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the enter approach. The analyses were performed by comparing two groups at a time, with the 
results confirming the findings reported above. The items that best discriminated between the HI 
and NI groups related to a preference for buying quality food products, and the items that best 
discriminated between HI and LI groups related to the importance of socialising over a meal.  
 
5.4.3 The effect of gender, age and language 
 
In order to explore the extent to which gender might be a confounding variable in the analysis, 
two-way ANOVA was performed with two fixed factors: level of involvement and gender. All FRL 
factors presented main effects of involvement (Table 5.4). In three of the four factors the effect size 
of involvement was greater than the effect size of gender. Thus, there is no evidence that the 
original findings were mostly due to involvement and not due to confounding by gender. In the 
factor commitment to food preparation, the effect of gender was slightly higher than the effect of 
involvement; in this factor, female respondents scored higher than males across three involvement 
groups. 
 
Table 5.4. Comparison of mean scores of FRL factors across the three involvement groups by gender 
Factor Gender 
Mean Test of between 
Group Effects 
(involvement) 
Effect Size 
(involvement) 
Effect 
Size 
(gender) 
NI LI HI 
Preference for buying quality 
food products 
Female 5.01 6.16 6.29 F (2,494)=186.348 
p<.001 
.430 .031 
Male 4.48 5.93 6.18 
Commitment to food preparation 
Female 5.63 5.76 6.01 F (2,501)=5.465 
p<.001  
.021 .036 
Male 5.32 5.39 5.57 
Importance of socialising over a 
meal 
Female 5.26 4.91 5.59 F (2,503)=24.894 
  p<.001 
.090 .001 
Male 4.59 5.17 5.81 
Consideration of food costs 
Female 5.75 5.01 5.05 F (2,498)=3.933 
p=.020 
.016 .001 
Male 5.16 5.23 5.18 
Note. Effect size is considered medium where partial eta squared >.06 and large where partial eta squared >.14 
(Cohen, 1988). 
 
 
Similar analysis was performed using age (18~39 years, 40~59 years, ≥ 60 years) and involvement 
as fixed factors (Table 5.5). There were significant involvement effects in three out of four FRL 
factors. The effect size of involvement was much stronger than the effect size of age in all four 
factors. Hence, this might suggest that the original findings were not due to confounding by age. 
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Table 5.5. Comparison of mean scores of FRL factors across the three involvement groups by age 
Factor 
Age 
Group 
Mean Test of between 
Group Effects 
(involvement) 
Effect Size 
(involvement) 
Effect 
Size 
(age) 
NI LI HI 
Preference for buying 
quality food products 
(1) 18~39 4.69 5.81 6.14 F (2,507)=59.493 
p<.001 
.190 .019 
(2) 40~59 5.00 6.13 6.25 
(3) ≥60 5.22 6.05 6.26 
Commitment to food 
preparation 
(1) 18~39 5.45 5.35 6.07 NS .011 .001 
(2) 40~59 5.62 5.62 5.80 
(3) ≥60 5.72 5.63 5.52 
Importance of socialising 
over a meal 
(1) 18~39 5.07 4.92 5.90 F (2,517)=19.837 
p<.001 
.071 .002 
(2) 40~59 4.91 5.01 5.68 
(3) ≥60 4.55 5.16 5.60 
Consideration of food costs 
(1) 18~39 5.57 5.31 5.21 F (2,512)=3.597 
p=.028 
.014 .006 
(2) 40~59 5.37 5.02 5.04 
(3) ≥60 5.94 5.09 5.19 
Note. Effect size is considered medium where partial eta squared >.06 and large where partial eta squared >.14 
(Cohen, 1988). 
 
 
It was not possible to use two-way ANOVA to explore the extent to which language group was a 
confounding factor in the influence of involvement on food-related lifestyle, as all participants in 
the NI group were English-speaking Australians. Instead, one-way ANOVA was performed using 
only participants from English-speaking backgrounds (NI=207, LI=35, HI=36). Those with 
English-speaking backgrounds included respondents from Australia, New Zealand, USA, UK, 
South Africa and Canada. Similar patterns of mean scores to those reported above (illustrated in 
Figure 5.1) were found across the four food-related lifestyle variables. The HI group presented the 
highest mean scores on all variables with the exception of consideration of food costs where the NI 
group presented the highest mean score. However, the factor importance of socialising over a meal 
revealed no significant difference among groups for English-speaking respondents. In order to 
further explore the possible confounding effect of language group in the influence of involvement 
on importance of socialising over a meal, a two-way ANOVA was performed on Italians versus 
non-Italians and two levels of involvement (LI and HI, as there were no Italian NI participants). The 
result revealed a significant main effect for involvement, no significant main effect for Italians 
versus non-Italians, and no interaction effect. The result might suggest that the influence of 
involvement on food-related lifestyle factors is not due to cultural differences. 
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5.5  Objective 2: The influence of Slow Food involvement on travel 
lifestyle  
 
This section examines the influence of Slow Food involvement on TL factors. Three TL factors are 
identified in Section 5.5.1. These TL factors are compared to previous studies in Section 5.5.2. 
One-way ANOVA and discriminant analyses are used to identify the influence of involvement on 
TL factors in Section 5.5.3. Finally, the possible confounding effects of gender, language group and 
age difference are acknowledged and explored in Section 5.5.4. 
 
5.5.1 Travel lifestyle factors 
 
The 16 items representing TL were analysed using Principal Axis Factoring with Varimax rotation. 
This analysis was conducted to reduce the data set to a more manageable size and to understand the 
structure of the set of variables (Field, 2009). On the initial factor analysis, the Kaiser-Meyer-Olkin 
(KMO) measure of sampling adequacy was .736 and the Barlett’s Test of Sphericity χ2 (120)=1657.251, 
p<.001, indicating that the data were suitable for factor analysis. However, a number of items were 
found to have very low communalities.  
 
All items with communalities <.2 were eliminated, that is, items C6 and C15. Several iterations of 
the factor analysis were then conducted and the solutions examined. In each analysis, the 
communalities table was examined and items with a communality <.2 were removed to improved 
clarity (Hair, 2010). In consequence, items C10, C11 and C12 were also eliminated and only 11 
items were examined in the final analysis.  
 
The results for the final solution are reported in Table 5.6. Three factors underlying travel lifestyle 
were identified by using Kaiser’s criterion of eigenvalues>1: factor 1 represents preference for 
familiarity and comfort, factor 2 represents interest in new and local cultures, and factor 3 
represents preference for activity and adventure.  
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Table 5.6. Principal Axis Factoring with Varimax rotation of TL items 
Factor Items 
Factor Loading Cronbach’s 
alpha 1 2 3 
Factor 1:  
Preference for 
familiarity & 
comfort 
 
C2. The nicest vacation is one where I can just 
relax and do nothing. 
C8. I most like to visit places that my friends 
have visited before me. 
C1. When I travel abroad, I prefer to be on a 
guided tour. 
C5. It is important that I stay at the best places 
when on vacation. 
C14. I prefer to visit places where the people 
speak the same language. 
.642 
 
.604 
 
.559 
 
.501 
 
.451 
-.051 
 
-.059 
 
-.135 
 
.012 
 
-.287 
-.137 
 
.155 
 
.044 
 
.091 
 
.148 
.683 
Factor 2:  
Interest in new 
& local cultures 
 
C9. One of the best parts of travelling is to visit 
new cultures and new ways of living. 
C7. I always like to mix with the local people 
and experience the local customs. 
-.141 
 
-.088 
.844 
 
.703 
.198 
 
.121 
.766 
Factor 3:  
Preference for 
activity & 
adventure 
 
C13. I try to do many things when I am on 
vacation. 
C16. I prefer to visit places with a large variety 
of activities and sights. 
C4. The best vacations are those that have a lot 
of nightlife. 
C3. When I go on vacation, I look for adventure 
and an opportunity to escape from the 
ordinary. 
-.088 
 
-.088 
 
.310 
 
-.016 
.052 
 
.046 
 
.010 
 
.198 
.657 
 
.515 
 
.483 
 
.459 
.611 
 
 
The reliability of the subscales was examined using Cronbach’s alpha. All factors had Cronbach’s 
alpha >.60, which is considered adequate for exploratory research (Hair et al., 2006). Composite 
variables were created by calculating the mean of all items loading on each factor, and these were 
used in further analyses. 
 
5.5.2 Comparison of travel lifestyle factors with previous study 
 
The present scale was adapted from the study of Schul and Crompton (1983). These authors 
identified six factors and the comparison table in Appendix Q shows the differences in factoring 
between this study and the study of Schul and Crompton. Schul and Crompton’s ‘Comfort and 
Familiar/Convenience’ factors were similar to preference for familiarity and comfort in this study; 
and their ‘Cultural Interest’ factor was similar to interest in new and local cultures. ‘Opinion 
Leadership’ and ‘Knowledge-seeker’ did not emerge as identifiable factors in the present study, and 
most of these items were eliminated due to low communalities.  
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5.5.3 Influence of Slow Food involvement on travel lifestyle 
 
One-way ANOVA techniques were used to examine differences between the three Slow Food 
involvement groups in their responses to the three travel lifestyle factors (preference for familiarity 
and comfort, interest in new and local cultures, and preference for activity and adventure). The 
results are summarised in Table 5.7. 
 
Table 5.7. One-way ANOVA results: differences between the three involvement groups on TL factors 
TL Factors 
NI (1) LI (2) HI (3) 
df F p 
Post-hoc 
Scheffe Mean SD Mean SD Mean SD 
Preference for familiarity & 
comfort 
3.78 1.10 3.17 .97 3.53 1.04 (2,519) 13.251 <.001 (1)=(3)>(2) 
Interest in new & local cultures 5.77 .94 6.16 .80 6.34 .045 (2,531) 25.639 <.001 (3)=(2)>(1) 
Preference for activity & 
adventure 
5.03 .91 4.408 .85 4.69 .91 (2,521) 18.875 <.001 (1)>(3)>(2) 
Note. Items were rated on a 7-point scale from 1= ‘strongly disagree’ to 7=’strongly agree’. 
 
 
The analysis revealed significant differences between groups on all three TL factors. These results 
are displayed graphically in Figure 5.2. Slow Food members (HI/LI) were only similar in interest in 
new and local cultures; in this factor, both HI and LI groups presented very strong interest (6.34 
and 6.16 out of 7) compared to the NI group (5.57 out of 7). For the other two TL factors, 
preference for familiarity and comfort, and preference for activity and adventure, the NI group 
showed the highest interest among the three involvement groups. 
 
 
 
 
Figure 5.2 TL factors’ mean comparison between involvement groups 
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In order to further explore the differences between the three groups on the travel lifestyle variables, 
a series of discriminant analyses using a stepwise approach was employed to identify the items that 
best discriminated between NI, LI and HI groups. Similar results were found compared to the enter 
approach. The analyses were performed by comparing two groups at a time. The results confirmed 
the findings reported above. The items that best discriminated between HI and NI groups related to 
interest in new and local cultures, with the HI group rating this higher than the NI group. The items 
that best discriminated between HI and LI groups related to the preference for familiarity and 
comfort, and preference for activity and adventure, with the HI group rating both of these higher 
than the LI group. 
 
5.5.4 The effect of gender, age and culture 
 
In order to explore the extent to which gender might be a confounding variable in the analysis, 
two-way ANOVA was performed with two fixed factors: involvement and gender (Table 5.8). 
There were main effects of involvement in all three TL factors; the effect size of involvement was 
greater than the effect size of gender across all factors. Thus, this might suggest that the original 
findings were due to an involvement effect rather than a gender effect. 
 
Table 5.8. Comparison of mean scores of TL factors across the three involvement groups by gender 
Factor Gender 
Mean Test of Between 
Groups Effect 
(involvement) 
Effect Size 
(involvement) 
Effect Size 
(gender) NI LI HI 
Preference for familiarity 
and comfort 
Female 3.68 2.95 3.32 F (2,491)=13.748 
p<.001 
.053 .026 
Male 3.90 3.35 3.72 
Interest in new and local 
cultures 
Female 5.93 6.16 6.35 F (2,503)=18.402 
p<.001 
.104 .007 
Male 5.52 6.20 6.32 
Preference for activity 
and adventure 
Female 5.00 4.39 4.79 F (2,495)=15.974 
p<.001 
.061 .000 
Male 5.02 4.43 4.60 
Note. Effect size is considered medium where partial eta squared >.06 and large where partial eta squared >.14 
(Cohen, 1988). 
 
 
Table 5.9 shows the list of mean scores of each involvement group by age groups. The effect of age 
was analysed using two-way ANOVA with two fixed factors: involvement (NI, LI, HI) and age 
(18~39 years, 40~59 years, ≥ 60 years). There were main effects of involvement across all three TL 
factors. Both preference for familiarity and comfort, and interest in new and local cultures 
presented a stronger involvement effect than age effect. Thus, there is no evidence that the original 
findings were not due to confounding by age. There was a slightly higher age effect in preference 
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for activity and adventure. In this factor, young participants (18~39) showed higher interest than 
other age groups across the three involvement groups.  
 
Table 5.7. Comparison of mean scores of TL factors across the three involvement groups by age 
Factor 
Age 
Group 
Mean Test of Between 
Groups Effect 
(involvement) 
Effect Size 
(involvement) 
Effect 
Size 
(age) 
NI LI HI 
Preference for familiarity 
and comfort 
(1) 18~39 3.79 3.09 3.25 F (2,500)=8.704 
 p<.001 
.034 .004 
(2) 40~59 3.70 3.32 3.55 
(3) ≥60 3.75 2.93 3.74 
Interest in new and local 
cultures 
(1) 18~39 5.75 6.03 6.47 F (2,512)=7.042 
 p<.001 
.027 .004 
(2) 40~59 5.76 6.28 6.29 
(3) ≥60 6.38 6.06 6.32 
Preference for activity and 
adventure 
(1) 18~39 5.16 4.55 5.14 F (2,503)=7.560 
 p<.001 
.029 .034 
(2) 40~59 4.73 4.41 4.69 
(3) ≥60 4.83 4.24 4.31 
Note. Effect size is considered medium where partial eta squared >.06 and large where partial eta squared >.14 
(Cohen, 1988). 
 
 
It was not possible to use two-way ANOVA to explore the extent to which language group was a 
confounding factor in the influence of involvement on travel lifestyle as all participants in the NI 
group were Australians. Instead, one-way ANOVA was performed using only participants from 
English-speaking backgrounds (NI=207, LI=35, HI=36) in order to control culture effects. Similar 
patterns to the original analysis were found in the rank order of means (as illustrated in Figure 5.2), 
that is, the NI group had highest preference for familiarity and comfort, and the HI group had the 
highest interest in new and local cultures. However, the factor preference for activity and adventure 
revealed no significant difference among involvement groups. In order to further explore the 
possible confounding effect of culture on the relationship between involvement and preference for 
activity and adventure, a two-way ANOVA was conducted with two culture groups (Italians versus 
non-Italians) and only two levels of involvement (LI and HI). The results revealed a significant 
main effect for involvement, no main effect for culture, and no interaction effect. Thus, it is 
suggested that the original findings regarding the influence of Slow Food involvement on travel 
lifestyle factors were not due to a culture effect. 
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5.6  Objective 3: The influence of Slow Food involvement on 
vacation destination activity preferences 
 
 
This section examines the influence of Slow Food involvement on DA. The extent that these 
destination activities were generic or destination-specific is examined in Section 5.6.1. Three DA 
factors, two based on food-activity and one based on travel-activity, were identified in Section 5.6.2. 
One-way ANOVA and discriminant analyses were used to identify the ways in which the three 
Slow Food involvement groups varied in relation to DA in Section 5.6.3. Finally, the possible 
confounding effects of gender, language group and age differences are acknowledged and examined 
in Section 5.6.4. 
 
The scale for destination activity preferences consisted of 8 items related to food-activity and 7 
items related to travel-activity in the destination. These items were developed after qualitative data 
analysis and reported in Chapter 4. Respondents rated each item on a 6-point scale from strongly 
disagree to strongly agree. An additional option ‘varies’ was provided in the 6-point scale in order 
to ascertain the extent to which destination activity preferences were generic or destination-specific. 
Ratings on this scale thus produced two measures: a rating of consistency (varies vs. does not vary) 
and, for those respondents who reported consistency, a rating of strength of agreement with 
(preference regarding) each item (see Section 5.6.1). 
 
5.6.1 Consistency of destination activity preferences 
 
The option ‘varies’ was added in this section to understand whether there were differences among 
the three Slow Food involvement groups in the extent to which the selection of vacation activities 
was consistent, or varied from one vacation to another.  
 
The percentage of respondents who chose the option ‘varies’ is presented in Table 5.10. These 
findings showed that for most of the items respondents had definite answers, and these answers 
were not perceived by respondents to vary from one vacation to another. Items D1 (‘I prefer staying 
in small/family owned hostels rather than big chain hotels’), D2 (‘I like to stay in one destination as 
long as possible’) and D14 (‘I like to visit Slow City destinations’) presented the highest percentage 
of respondents selecting the option ‘varies’, ranging from 18-20% of respondents. On all other 
items, only 6-10% of respondents chose the option ‘varies’. 
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Table 5.10. Respondents who chose the option ‘varies’ in DA 
Items NI % (n) LI % (n) HI % (n) Total % (n) p 
Food 
activity 
D4. I like to join cooking classes on my trips 
if possible. 
 
7.7%(15) 8.6%(10) 13.2%(27) 10.1%(52) .160 
D5. I like to cook my own meals on my trips 
if possible. 
 
7.8%(15) 16.1%(19) 12.7%(26) 11.6%(60) .070 
D6. I like to try local street food in a 
destination. 
 
4.6%(9) 12.6%(15) 9.3%(19) 8.3%(43) .037 
D7. I do not eat local food of a destination; I 
prefer food that I am familiar with. 
 
7.1%(14) 5.1%(6) 5.9%(12) 6.2%(32) .745 
D8. I like to read recipes/menus in the 
destination. 
5.6%(11) 5.9%(7) 7.4%(15) 6.4%(33) .753 
D9. I like to buy cookbooks in the 
destination. 
 
6.8%(13) 11.2%(13) 8.7%(18) 8.6%(44) .408 
D13. I like to join food events/festivals. 
 
4.8%(9) 10.9%(13) 8.2%(17) 7.6%(39) .125 
D15. I like to buy local produce in the 
destination. 
6.3%(12) 10.1%(12) 9.7%(20) 8.5%(44) .373 
Travel 
activity 
D1. I prefer staying in small/family owned 
hostels rather than big chain hotels. 
24% (47) 16% (19) 17.9% (37) 19.9% (103) .153 
D2. I like to stay in one destination as long 
as possible. 
13.3% (26) 21.2% (25) 25.4% (52) 19.8% (103) .009 
D3. I like to visit farmer/traditional markets 
in a destination. 
 
6.2%(12) 6.7%(8) 6.8%(14) 6.5%(34) .965 
D10. I like to live like a local in the 
destination. 
 
8.3%(16) 13.4%(16) 9.7%(20) 10.1%(52) .338 
D11. I like to have flexibility in my 
itineraries. 
 
3.1%(6) 8.4%(10) 9.7%(20) 7.0%(36) .030 
D12. I like to enjoy a destination slowly. 
 
11.6%(22) 11.8%(14) 6.8%(14) 9.7%(50) .190 
D14. I like to visit Slow City (Cittàslow) 
destinations. 
 
33.7%(62) 12%(14) 7.8%(16) 18.1%(92) .001 
 
 
Cross-tabulation and Chi-square tests were used to examine differences between the three 
involvement groups. Only three items, D2 (‘I like to stay in one destination as long as possible’), 
D11 (‘I like to have flexibility in my itineraries’) and D14 (‘I like to visit Slow City destinations’) 
indicated a significant difference among groups (p<.05). For item D14 (‘I like to visit Slow City 
destinations’), NI respondents reported the most ‘varies’ responses. It is possible that the NI group 
might not have been aware of the notion ‘Slow City/Cittàslow’ and they chose ‘varies’ to express 
‘do not know’. For items D2 (‘I like to stay in one destination as long as possible’) and D11 (‘I like 
to have flexibility in my itineraries’), the HI group reported the highest percentage followed by the 
LI group.  
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5.6.2 Dimensions of destination activity preferences  
 
In order to explore the dimensions underlying destinaltion activity preferences, factor analyses were 
performed on those responses where consistency was reported, with all ‘varies’ responses treated as 
missing data. Because of the relatively large amount of missing data (ranging from 10% to 23% of 
cases missing per item), factor analysis was performed using pairwise deletion. 
 
Another way of treating these missing data was to recode the option ‘varies’ as the mid-point 4 in 
the 7-point scale (thus re-interpreting the ‘varies’ response as equivalent to ‘neutral’ or ‘neither 
agree nor disagree’ response). The same factor analyses were performed using data recoded in this 
way, and similar results were obtained. Appendix O provides the result of the second factor 
analysis. 
 
5.6.2.1 Food-activity factors in DA 
An initial factor analysis using Principal Axis Factoring with Varimax rotation was performed on 
the 8 food-activity items. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy of these 
items was .808 and the Barlett’s Test of Sphericity χ2 (28)=630.082, p<.001, indicating that 
correlations between items were sufficiently large for factor analysis.  
 
As the communalities of all items were above .2, no item was eliminated. The results for the final 
solution are reported in Table 5.11. Two factors underlying food-activities in DA were identified by 
using Kaiser’s criterion of eigenvalues>1: factor 1 represents engagement in food activities in a 
destination, and factor 2 represents savouring local flavours. 
 
Table 5.11. Principal Axis Factoring of DA Food-activities 
Factor Items 
Factor Loading Cronbach’s 
alpha 1 2 
Factor 1: 
Engagement 
in food 
activities 
 
D9. I like to buy cookbooks in the destination. 
D4. I like to join cooking classes on my trips if 
possible. 
D15. I like to buy local produce in the 
destination. 
D8. I like to read recipes/menus in the 
destination. 
D5. I like to cook my own meals on my trips if 
possible. 
D13. I like to join food events/festivals. 
.751 
.629 
 
.578 
 
.555 
 
.456 
 
.416 
.146 
.215 
 
.404 
 
.204 
 
.064 
 
.338 
.765 
Factor 2: 
Savouring 
local flavours  
 
D7. I do not eat local food of a destination; I 
prefer food that I am familiar with.
a
 
D6. I like to try local street food in a destination. 
.088 
 
.243 
.757 
 
.568 
.602 
a. Item is reversed scored 
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The reliability of this scale was examined using Cronbach’s alpha. Factor 1 engagement in food 
activities had a Cronbach’s alpha of .765, and factor 2 savouring local flavours had a Cronbach’s 
alpha of .602. Composite variables were created for further analyses. 
 
5.6.2.2 Travel-activity factors in DA 
Principal Axis Factoring with Varimax rotation was performed on the 7 travel-activity items, the 
Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy of these items was .766 and the 
Barlett’s Test of Sphericity χ2 (21)=482.393, p<.001, indicating that correlations between items were 
sufficiently large for factor analysis. However, D2 (‘I like to stay in one destination as long as 
possible’) was found to have a very low communality (.129) and was eliminated from the analysis.  
 
A second factor analysis was performed and one single factor was found in travel-activity. The 
results for the final solution are reported in Table 5.12. One factor underlying travel-activity in DA 
was identified and labelled as immersion in the destination. 
 
Table 5.8. Principal Axis Factoring of DA Travel activities 
Factor Items 
Factor 
Loading 
Cronbach’s 
alpha 
Factor: 
Immersion in 
the 
destination 
 
D14. I like to visit Slow City (Cittàslow) 
destinations. 
D3. I like to visit farmer/traditional markets in a 
destination. 
D10. I like to live like a local in the destination. 
D12. I like to enjoy a destination slowly. 
D11. I like to have flexibility in my itineraries. 
D1. I prefer staying in small/family owned 
hostels rather than big chain hotels. 
.634 
 
.629 
 
.609 
.597 
.542 
.531 
.750 
 
 
The reliability of this scale was examined using Cronbach’s alpha (α=.75). A composite variable 
was created by calculating the mean of all items loading on the factor, and these were used in 
further analyses. 
 
5.6.3 Influence of Slow Food involvement on destination activity preferences  
 
One-way ANOVA was used to examine differences among the three Slow Food Involvement 
groups in their responses to the three destination activity preference factors (engagement in food 
activities, savouring local flavours, and immersion in the destination). The results are summarised 
in Table 5.13. 
137 
 
 
Table 5.9. One-way ANOVA results: differences between the three involvement groups on DA factors 
DA Factors 
NI (1) LI (2) HI (3) 
df F p 
Post-hoc 
Scheffe Mean SD Mean SD Mean SD 
Food 
activity 
Engagement in 
food activities 
4.06 .90 4.75 .71 4.92 .64 (2,343) 44.859 <.001 (3)=(2)>(1) 
Savouring local 
flavours 
4.86 
1.1
1 
5.14 .890 5.17 .902 (2,450) 4.963 .007 
(3)=(2) 
(2)=(1) 
(3)>(1) 
Travel 
activity 
Immersion in the 
destination 
4.34 .75 5.04 .44 5.31 .49 (2,289) 75.127 <.001 (3)>(2)>(1) 
Note. Items were rated on a 6-point scale from 1= ‘strongly disagree’ to 6=’strongly agree’. 
 
 
Results revealed significant differences among the three Slow Food involvement groups on each of 
the three DA factors. These results are presented graphically in Figure 5.3. Slow Food members (HI 
and LI groups) showed similar interest in the food-activity factors and less similar interest in the 
travel-activity factor. The HI group was significantly higher than the NI group on all three factors, 
but significantly higher than the LI group only on immersion in the destination.  
 
 
 
 
Figure 5.3 DA factors’ mean comparison between involvement groups 
 
 
A discriminant analysis with stepwise approach was performed to identify the items that best 
represented the differences between HI and LI groups, and two items from immersion in the 
destination revealed significant differences: item D1 (‘I prefer staying in small/family owned 
hostels rather than big chain hotels’) with mean scores of HI=5.21, LI=4.84, and item D14 (‘I like 
to visit Slow City destinations’) with mean scores of HI=5.21, LI=4.63. 
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Another discriminant analysis using a stepwise approach was conducted to identify the items that 
best discriminated between HI and NI groups. The items that best discriminated between HI and NI 
groups also related to immersion in the destination. Similar results were found using the enter 
approach. 
 
5.6.4 The effect of gender, age and culture 
 
In order to explore the extent to which gender might be a confounding variable in the analysis, 
two-way ANOVA was performed with two fixed factors: involvement and gender. The main effect 
of involvement was significant across the three DA factors. The two food-activity factors 
(engagement in food activities, and savouring local flavours) also showed significant main effects 
for gender, with female respondents scoring higher than males across the three involvement groups. 
As the effect size of involvement (.032-.360)
3
 was higher than the effect size of gender (.010-.016) 
across all the factors, there is no evidence to suggest that the original findings were due to an 
involvement effect and not to a gender effect. 
 
The effect of age was analysed using two-way ANOVA with two fixed factors: involvement and 
age (18~39 years, 40~59 years, ≥ 60 years). All three factors show main effects for involvement 
with the effect size of involvement (.017-.223) greater than the effect size of age (.000-.008). All 
three age groups followed the same pattern, where the HI group showed the highest interest 
followed by the LI group. Thus, there is no evidence that the results of the original analysis were 
due to the confounding effect of age. 
 
One-way ANOVA was performed using only participants from English-speaking backgrounds 
(NI=207, LI=35, HI=36) to explore for possible confounding effects of cultural group. Similar 
patterns of mean scores to those reported in the original analysis were found across all three DA 
factors, where HI group showed the highest mean scores in all factors, followed by the LI group. 
Post-hoc tests revealed significant differences among the involvement groups on all three DA 
factors with the same patterns of grouping. Thus, it is concluded that the results from the original 
analysis were not due to a culture effect. 
                                                 
3
 Effect size is considered medium where partial eta squared >.06 and large where partial eta squared >.14 (Cohen, 
1988) 
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5.7  Objective 4: The relationship between lifestyle and vacation 
destination activity preferences  
 
This section examines the relationship between two lifestyles (FRL and TL) and DA. All lifestyle 
factors (four in FRL and three in TL) were entered as predictor variables in a multiple regression 
analysis separately for each of the three factors in DA. Section 5.7.1 presents the relationship 
between lifestyle factors and engagement in food activities. Section 5.7.2 presents the relationship 
between lifestyle factors and savouring local flavours, while Section 5.7.3 presents the relationship 
between lifestyle factors and immersion in the destination. Finally, in Section 5.7.4, a Path Analysis 
using AMOS is presented to show the interrelationships among Slow Food involvement, lifestyles 
and destination activity preferences. 
 
Stepwise multiple regressions were used to examine the relationships between lifestyles (FRL and 
TL) and DA. Among all the models from stepwise regression results, only the result of the final 
model is reported. In each regression model, multicollinearity was assessed by inspecting the 
correlation matrix, as well as obtaining measures of variance inflation factor (VIF) and tolerance 
(TOL). The TOL values for each independent variable were all above .10 (between .719 to .941), 
and VIF values were well below the cut-off of 10 (between 1.063 to 1.391). It is concluded that 
there were no severe multicollinearity problems among lifestyle factors in this study (Field, 2009; 
Pallant, 2007). Similar results were found using the enter approach. 
 
5.7.1 Relationship between lifestyles and Engagement in Food Activities 
 
A multiple regression was performed to examine the relationships of the four FRL variables and 
three TL variables with engagement in food activities.  
 
The final regression model produced a combination of three factors (preference for buying quality 
food products, commitment to food preparation, and interest in new and local cultures) that could 
best predict engagement in food activities of participants in a vacation destination. The final model 
reported an F value of 99.154 (p<.001), with the three independent variables cumulatively 
explaining a total of 48.6% of the variance with respect to engagement in food activities in a 
destination. The result of the stepwise regression analysis is presented in Appendix P. The 
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relationship between these lifestyle factors (two food-related and one travel-related) and 
engagement in food activity is presented graphically in Figure 5.4. 
 
Lifestyle Factors                  Destination Activity Factor 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.4 The relationship between engagement in food activities and lifestyle factors 
Note.  Single-headed arrows represent regression paths and are notated with standardised regression weights; rectangular 
boxes represent observed variables and are notated with squared multiple correlations. 
 
5.7.2 Relationship between lifestyles and Savouring Local Flavours 
 
The final regression model produced a combination of three factors (preference for familiarity and 
comfort, interest in new and local cultures, and importance of socialising over a meal) that could 
best predict savouring local flavours of participants in a vacation destination. The final model 
reported an F value of 66.879 (p<.001) with the three independent variables cumulatively 
explaining a total of 32.5% of the variance with respect to savouring local food in a destination. The 
result of the stepwise regression analysis is presented in Appendix P. The relationship between 
lifestyle factors (two travel-related and one food-related) and savouring local food is presented 
graphically in Figure 5.5. 
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Lifestyle Factors                  Destination Activity Factor 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.5 The relationship between savouring local food and lifestyle factors 
Note.  Single-headed arrows represent regression paths and are notated with standardised regression weights; rectangular 
boxes represent observed variables and are notated with squared multiple correlations. 
 
Respondents with a lower preference for familiarity and comfort and respondents with higher 
interest in new and local cultures were more likely to engage in tasting local flavours of a 
destination. The only factor from food-related lifestyle was importance of socialising over a meal 
(ß=.109), which had a low but statistically significant positive impact on savouring local flavours. 
 
5.7.3 Relationship between lifestyles and Immersion in the Destination 
 
The final regression model produced a combination of four factors (preference for buying quality 
food products, interest in new and local cultures, commitment to food preparation, and preference 
for familiarity and comfort) that could best predict immersion in the destination of participants in a 
vacation destination. The final model reported an F value of 64.477 (p<.001), with the four 
independent variables (two food-related and two travel-related) cumulatively explaining a total of 
49.7% of the variance with respect to immersion in the destination. The result of the stepwise 
regression analysis is presented in Appendix P. The outcome of the final model of the regression 
analysis is presented graphically in Figure 5.6. 
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Lifestyle Factors                     Destination Activity Factor 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.6 The relationship between immersion in the destination and lifestyle factors 
Note.  Single-headed arrows represent regression paths and are notated with standardised regression weights; rectangular 
boxes represent observed variables and are notated with squared multiple correlations. 
 
The results suggested that respondents with higher interest in buying good quality food products, 
love of cooking, high interest in new culture, and low preference for familiarity and comfort were 
more likely to become immersed in the destination. 
 
5.7.4 Relationships between Slow Food involvement, lifestyles, and destination activity 
preferences 
 
Path Analysis using AMOS was performed to explore the relationships among Slow Food 
involvement, lifestyle (FRL and TL), and destination activity preferences. Path Analysis was 
performed using linear regression separately for each dependent variable, and the results were 
similar to those using AMOS, with the same positive and negative relationships. Path Analysis is 
useful to show simultaneously the relationship of three or more variables (Cramer, 2003). A dummy 
variable was created to represent Slow Food members versus non-Slow Food participants. 
Composite variables representing each factor of food-related lifestyle, travel lifestyle and 
destination activity preferences were used in the analysis. In order to overcome the problem of 
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missing data in the destination activity preference variables, the option ‘varies’ was recoded as the 
mid-point 4 in a 7-point scale before creating the composite variables for this dimension (as noted 
in Section 5.6.2, the factor analysis results obtained by recoding in this way were similar to those 
using pairwise deletion). All missing data were excluded from the analysis, and 422 cases were 
used. 
 
All possible paths relevant to Slow Food membership, lifestyle and destination activity preferences 
were included in the path models. Paths with near zero (<.2) or statistically non-significant path 
coefficients were removed in the process of development of the model. For instance, importance of 
socialising over a meal did not contribute significantly to the model; thus, it was not included in the 
final path model.  
 
Coefficients for all paths shown in the model are significant at p<.05. The goodness of fit indices 
shows that the final model provides a good fit to the data. The model chi-square statistic was not 
significant (χ2=1.205, df=1, p=.272). Other fit indices (CFI, TLI, GFI) were above .9 with the 
RMSEA =.022 less than .1, which indicated an acceptable fit of the model to the data (Blunch, 
2008).  
 
Figure 5.7 shows the final model in the Path Analysis of relationships between Slow Food 
membership, lifestyle (FRL and TL), and DA. The results indicated that there were positive 
influences of Slow Food membership on preference for buying quality food products (ß=.605) and 
interest in new and local cultures (ß=.210). There were negative influences of Slow Food 
membership on consideration on food costs (ß=-.230) and preference for activity and adventure 
(ß=-.272). Slow Food membership also directly influenced immersion in the destination (ß=.321). 
 
There were indirect relationships between Slow Food membership and destination activity 
preferences mediated by two lifestyle factors. The FRL lifestyle factor preference for buying quality 
food products was a mediator for engagement in food activities (ß=.224). The TL factor interest in 
new and local cultures was a mediator for savouring local flavours (ß=.265) and immersion in the 
destination (ß=.236).  
 
The FRL factor commitment to food preparation positively influenced engagement in food activities 
(ß=.306) in a destination. The TL lifestyle factor preference for familiarity and comfort was 
negatively related to savouring local flavours (ß=-.376). 
 
144 
 
The results suggested that Slow Food members liked to be engaged in food activities and immersed 
in the destination. These relationships were partially mediated by Slow Food members’ interest in 
buying good quality food ingredients and learning new cultures. Participants who enjoyed cooking 
would be more likely to be involved in food activities in a destination, and participants who 
preferred familiar and comfortable travel would be more likely to avoid eating local food in a 
destination. Slow Food members were less price-sensitive and preferred not to do too many 
activities at once when travelling compared with non-Slow Food participants. 
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Figure 5.7 Path Analysis of relationships between Slow Food involvement, lifestyle, and destination activity 
preferences (N=422) 
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5.8  Summary 
 
This chapter presented the results from the quantitative data analysis according to each of the 
research objectives. Respondents were divided into three groups according to their involvement in 
Slow Food (NI/LI/HI). The differences among the three involvement groups on food-related 
lifestyle, travel lifestyle, and destination activity preferences were presented. The results have 
shown that respondents with Slow Food involvement (LI and HI groups) possessed higher interest 
in most of the food-related lifestyle factors with the exception of consideration of food costs. In 
travel lifestyle factors, non-Slow Food participants (NI) had a higher interest than LI and HI groups 
in two out of three factors. Slow Food members (LI and HI groups) also presented higher interest in 
the three destination activity preference factors. The effects of gender, age and culture were also 
examined in order to rule these out as alternative explanations for the differences among 
involvement groups. 
 
Research Objective 4 explored the relationship between two lifestyles (FRL and TL) with DA. The 
results suggested that FRL factors had a significant influence on engagement in food activities, 
while TL factors influenced savouring local flavours, and immersion in the destination. The overall 
interrelationships among involvement, lifestyles, and destination activity preferences were assessed 
through a Path Analysis. The discussion of the findings is presented in Chapter 6, as well as this 
study’s contributions, limitations, and future research suggestions. 
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CHAPTER 6 DISCUSSION AND CONCLUSION 
 
 
6.1  Introduction 
 
This study aims to understand how food is important in Slow Food members’ vacation 
decision-making, and to examine Slow Food members’ vacation activity preferences based on their 
involvement and lifestyle. There are two phases in this study with different but linked issues and 
objectives. 
 
Section 6.2 recaps the findings from Phase 1 (QUAL) of this study. There are two associated 
research issues: (1) to understand Slow Food members’ involvement, food and travel lifestyles, and 
activities in a vacation destination as well as whether their travel is driven by food; and (2) to 
generate DA items for inclusion in Phase 2 of the study. The findings of the qualitative data analysis 
(Phase 1) are presented in Chapter 4. 
 
In Phase 2 (QUAN), the researcher collected online quantitative data from international Slow Food 
members and on-site from non-Slow Food participants. The findings of the quantitative data 
analysis (Phase 2) are presented in Chapter 5.  
 
This chapter presents a discussion of the findings from Phase 2 (QUAN), supported with findings 
from Phase 1 (QUAL). The specific research objectives in Phase 2 are:  
1. To examine the influence of Slow Food involvement on food-related lifestyle (FRL) 
2. To examine the influence of Slow Food involvement on travel lifestyle (TL) 
3. To examine the influence of Slow Food involvement on vacation destination activity 
preferences (DA) 
4. To examine the relationships between lifestyle (FRL and TL) and vacation destination 
activity preferences (DA) 
 
This chapter comprises seven main sections. Following the introduction (Section 6.1), Section 6.2 
recalls the significant findings from Phase 1 (qualitative data analysis), Section 6.3 discusses the 
findings as per the research objectives in Phase 2 (quantitative data analysis), while contributions of 
the study are presented in Section 6.4. Suggestions for future research are presented in Section 6.5, 
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limitations and delimitations are outlined in Section 6.6, and concluding comments are made in 
Section 6.7. 
 
 
6.2 Phase 1 Research Issues  
 
In responding to Research Issue 1, the qualitative data collection of Phase 1 explored the vacation 
decision-making of Slow Food members, their involvement in Slow Food, food and travel lifestyles, 
and activities preferences in a destination. It was also important to find out whether food was a 
motivating factor for members to travel to a destination. There were three significant findings in this 
phase: (1) food was not an important motivating factor to travel for Slow Food members; (2) the 
activities undertaken by members in the destination were strongly related to core values of Slow 
Food; and (3) decision-making was identified as a process approach through using FLAG theory as 
the main framework in this study. 
 
Firstly, the results from qualitative data suggested Slow Food members’ decisions to travel to a 
destination were based mainly on factors other than food. Only one respondent from 40 
interviewees mentioned that her decision to visit Hokkaido, Japan, was related to food, as the 
respondent’s son wanted to savour local Hokkaido food. The remainder of the interviewees 
travelled for other reasons, such as business, visiting family and friends, and participating in Slow 
Food international events. It was found that when members made their travel decisions to a 
destination, food was not an important factor for members to consider. 
 
Secondly, Slow Food members had a high interest in food and participated in food-related activities 
in the destination. However, the qualitative data suggests that most members were not motivated to 
travel for food. Hence, they were not considered to be food tourists, as one condition of being a 
food tourist is the motivation to travel to a destination because of food (Hall & Sharples, 2008; 
Kivela & Crotts, 2005). Therefore, Slow Food members who travelled without the motivation of 
food cannot be generalised as food tourists, but only as tourists with a high interest in food. As a 
result, it is suggested that the current definition of food tourists requires further consideration.  
 
When Slow Food members arrived in a destination, they undertook activities related to food and 
cooking. They enjoyed visiting traditional food markets, eating local and street foods, reading 
restaurant menus, and buying cookbooks. Slow Food members also showed a high interest in 
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learning about the local culture and interacting with local people. When possible, members liked to 
stay a long time in one destination, preferred to stay in apartments with kitchen facilities, and to 
attend cooking classes.  
 
Thirdly, vacation decision-making is a complex process that has different stages. In the present 
study, there were two different stages of decision-making. In the first stage, Slow Food members 
decided on their vacation destinations independently of their high interest in food. In the second 
stage, upon arrival to the destination, Slow Food members decided on destination activities that 
were dominated by food-related activities. 
 
It is argued that recent tourists’ decision studies are dominated by variance studies that do not 
consider decision-making as a process (Smallman & Moore, 2010). Recent studies on food tourism 
that suggest that food is an important travel-motivating factor for tourists were based on causal 
analysis of independent variables that provides the possibility of generating effect-effect 
relationships instead of cause-effect relationships. In many cases, a tourist’s motivation to travel to 
a particular destination has no relationship with the activities the tourist undertakes in that 
destination (McKercher & Chan, 2005; Smallman & Moore, 2010). 
 
In the FLAG framework, decision-making is a process with different stages, and each decision is 
related to an individual’s past experience or habitus. Although Slow Food members were not 
motivated to travel for food, when members arrived in a destination, they remained faithful to Slow 
Food values of ‘good, clean and fair’ food, eco-gastronomy, and slow tourism. These values were 
manifested through their choices of destination activities (Allen, 2002).  
 
To conclude, the results from face-to-face interviews provided information about vacation 
decision-making by Slow Food members that clearly showed the separation of two different stages 
in the vacation decision-making of the destination, and of the activities undertaken in the 
destination. Hence, the suggestion that food tourists travel because of food requires further 
consideration. The results of this study showed that while Slow Food members did not travel 
because of food, their choices of activities after arrival in the destination were strongly related to 
food activities and slow tourism.  
 
In responding to Research Issue 2, through qualitative data analysis, a set of 15 questions related to 
food-activity and travel-activity of Slow Food members in the destination was developed and 
incorporated in Phase 2 of this study. This scale was developed to specifically target participants 
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with an interest in food. The research objectives of Phase 2 of this study are discussed in Section 
6.3.  
 
 
6.3 Phase 2 Research Objectives  
 
In Phase 2 of the study, two surveys were conducted. One collected data online and targeted 
international Slow Food members, and the other collected data on-site at a food event and targeted 
non-Slow Food participants. According to respondents’ involvement in Slow Food, three groups 
were identified: high involvement (HI); low involvement (LI); and no involvement (NI). Factors 
related to food, travel lifestyles, and destination activity preferences were identified. The influences 
and relationships among these variables are discussed below according to each of the four research 
objectives. 
 
6.3.1 The influence of Slow Food involvement on food-related lifestyle 
 
The first objective in Phase 2 of this study was to identify the influence of Slow Food involvement 
on FRL. Previous studies have found that lifestyle influences food consumption patterns (Gallarza 
et al., 2002), and is a manifestation of past experiences that an individual expresses in different 
aspects of their life, such as food consumption (Grunert, 1993).  
 
Four food-related lifestyle factors of Slow Food members and non-Slow Food participants were 
identified and compared to determine if level of involvement varied significantly. Past food-related 
lifestyle studies have segmented respondents based on their FRL behaviour in groups such as 
adventurous, careless, conservative and rational (Buckley et al., 2005; Wycherley et al., 2008). In 
this study, respondents were divided into three groups (NI/LI/HI) based on their level of 
involvement, and the influence of level of involvement in each of the four factors of FRL 
(preference for buying quality food products, commitment to food preparation, importance of 
socialising over a meal, and consideration of food costs) was assessed. There were two significant 
findings: (1) high awareness of buying good quality food and lower sensitivity to price in Slow 
Food members; and (2) confirmation of high involvement in Slow Food with high interest in FRL 
factors related to Slow Food values, especially the importance of socialising over meals for the HI 
group. 
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Firstly, results from past studies using the FRL scale showed that people from Britain, Denmark and 
Singapore were more price sensitive compared to those from France and Australia (Reid et al., 
2001). In the present study, the cultural issue did not show influences; however, the involvement in 
Slow Food did influence price sensitivity. Non-Slow Food participants (NI) showed higher price 
sensitivity than Slow Food participants. Slow Food members (HI and LI groups) considered 
preference for buying quality food products the most important aspect of food-related lifestyle. This 
emphasis on the quality of food ingredient matches the values of the Slow Food movement, as 
members tried to acquire ‘good, clean and fair’ food while cooking for their daily meals, and to 
promote eco-gastronomy (Petrini, 2007; van Bommel & Spicer, 2011). Although both LI and NI 
groups showed similar commitment to food preparation, the NI group was much more price 
conscious, while the LI group was much more quality conscious (and in this respect was similar to 
the HI group). 
 
This result was consistent with the findings from face-to-face interviews with Slow Food members 
in Phase 1. All Slow Food members interviewed emphasised the importance of finding good quality 
products and, to achieve this, some members grew fresh produce, fruits and herbs at home. Another 
way to guarantee quality ingredients and to support small-scale producers was to buy organic 
products from these producers. As one Slow Food member mentioned, “I buy in fresh local markets. 
I never buy vegetables in supermarkets…I choose everything” (R2, Female, 63).  
 
Secondly, past involvement studies have found that people who are highly involved tend to have 
higher loyalty (Backman & Crompton, 1991). In this study, the HI group ranked the highest on all 
factors related to food quality, cooking, and socialising over a meal. The LI group shared with HI an 
interest in sourcing good quality food ingredients and a willingness to pay a premium for them. 
However, the LI group placed less importance than the HI group on socialising over a meal.  
 
The emphasis on the social aspects of food of the HI group was shown during the face-to-face 
interviews with Slow Food members in Phase 1. When asked what food meant to Slow Food 
members, one Italian who had been a Slow Food member for 10 years, emphasised the social aspect 
of having a meal: “…food is a vehicle to unite family or friends, it is tradition in Italy that the 
family is reunited around the table, around the dishes, so food for Italians is always important to 
keep the family together, around the table around the good meals; today I cook I invite my friends, 
tomorrow my friend invites me with his friends, so relationship expresses around, because around 
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the table and around a glass of wine obviously wine and good cooking goes together in Italy” (I10, 
Male, 65).  
 
In conclusion, there were distinctive differences in FRL in the three involvement groups. The most 
important differences between Slow Food members (HI/LI) and non-members (NI) were their 
concerns for the origin and the freshness of food products. While Slow Food members highly prized 
the quality as well as the low price of food, for non-Slow Food participants, the price of food was 
more important than the quality of food. The philosophy of Slow Food was manifested through the 
food purchasing and selection process that LI and HI groups valued positively and practised daily 
(Hall, 2012; Schneider, 2008). Findings of this study have shown that the level of involvement in 
Slow Food influences participants’ food-related lifestyle. Further, the higher the involvement in 
Slow Food, the stronger the practice of food consumption behaviour related to Slow Food values. 
The effect of age, gender and culture were not representative to influence results. 
 
6.3.2 The influence of Slow Food involvement on travel lifestyle 
 
The second research objective of the present study was to examine whether involvement in Slow 
Food would influence individuals’ travel lifestyle and preference for destination activities. 
Respondents were divided into three groups according to their involvement in Slow Food (NI/LI/HI) 
to establish their relationships with each of the three TL factors: preference for familiarity and 
comfort, interest in new and local cultures, and preference for activity and adventure. There was a 
significant finding in terms of the similarity in interest to learn about new and local cultures 
between the HI and the LI groups, but dissimilarities in terms of travel, activity and adventure 
seeking. 
 
Past studies have shown that individuals’ motivations and decisions to travel are based on internal 
and external factors such as cultural, social, psychological and lifestyle (Correia & Pimpão, 2008; 
Decrop, 2006; Woodside et al., 2006). It was also shown that tourists were motivated to travel in 
order to escape or to seek adventure (Crompton, 1979; Li & Cai, 2011; Yuan & McDonald, 1990). 
In this study, compared to the NI group, both LI and HI groups were less interested in escape and 
adventure seeking. However, the LI and HI groups showed very high interest in learning about new 
and local cultures. 
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The Slow Food movement has been associated with slow tourism based on the way people behave 
and consume in the destination (Hall, 2012). Slow tourism is characterised by close observation of 
the destination through “doing or being slow” (Sugiyama & Nobuoka, 2007). A tourist who 
undertakes slow tourism seeks a long-term relationship with the destination and is interested in 
interacting with the local community. This involves flexible travel and staying longer (Murayama & 
Parker, 2012). Findings from this present study showed Slow Food members (HI/LI) had stronger 
interest in observing and interacting with local people and culture compared with non-members 
(NI). Slow Food members also showed higher interest than non-members (NI) in local culture 
during their vacations, as well as sensation seeking and practising slow tourism (Eachus, 2004). 
 
A previous study compared the travel behaviour of Koreans in Korea and Koreans living in 
Australia, and showed assimilation of Australian travelling behaviour by Koreans in Australia 
because of the lifestyle they had adopted in Australia (Lee & Sparks, 2007). In the present study, 
Slow Food members’ chosen lifestyle influenced their travel behaviour of exhibiting high interest in 
participating and interacting with the local community. 
 
Qualitative findings confirmed that Slow Food members appeared to possess an interest in local 
culture. One retired Australian Slow Food member mentioned how he and his wife liked to travel to 
Europe to stay for one to two months in only one destination: “we went [Europe] 6 to 8 weeks a 
year for travel…we are very interested in other people, rather than looking at tourist sides. I like to 
see beautiful things as well, but we are more interested in the people there and talking with them 
and getting to know them and see how they live” (A9, Male, 70). 
 
In conclusion, Slow Food members (HI/LI) did not consider travel as a way to escape from the 
ordinary, seek adventure, or do a lot of activities at once. Compared to non-Slow Food participants, 
Slow Food members showed higher interest in the place and in communicating with the people in 
the destination. This high interest in new and local cultures of Slow Food members (HI/LI) has 
been part of the manifestation of slow tourism (Murayama & Parker, 2012) and, hence, an extension 
of Slow Food philosophy of connecting the land to the people (Nevison, 2008; Tam, 2008).  
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6.3.3 The influence of Slow Food involvement on vacation destination activity 
preferences 
 
This third objective aimed to identify the influence of Slow Food involvement on DA. The DA 
scale used was the result of the analysis of qualitative data of 40 face-to-face interviews with 
international Slow Food members. This scale was developed based on the destination activity 
preferences of Slow Food members. This study has differentiated participants into three 
involvement groups (NI/LI/HI) in Slow Food, and identified differences among these groups on 
three factors of vacation destination activity preferences (engagement in food activities, savouring 
local flavours, and immersion in the destination). There were three significant findings: (1) most 
participants in this study did not change their preferences regarding destination activities from one 
vacation to another; (2) Slow Food members (HI/LI) showed stronger interest in food-activities in 
the destination than non-members (NI); and (3) Slow Food members were more likely to immerse 
themselves in the destination than non-members. 
 
Firstly, participants of this study did not change their preferences regarding destination activities 
from one trip to another. According to past literature, vacation destination activities are often 
decided upon arrival in the destination (McKercher & Chan, 2005), independent from the choice of 
vacation destination. People had different reasons to take a trip and enrolled in different activities in 
the destination (Gitelson & Kerstetter, 1990; Pizam & Calantone, 1987). The selection of 
destination activities was based on the perceived stimulation of the tourist’s work, social life and 
leisure time activities (Wahlers & Etzel, 1985). Participants of this study (either Slow Food 
members or non-members) had definite answers about their preferences in destination activities.  
 
Secondly, results showed Slow Food members (HI/LI) had stronger interest in food activities in the 
destination than non-members (NI). Compared with the non-Slow Food group, Slow Food members 
had a stronger interest in undertaking food and cooking activities, and were more willing to try local 
and street food. A previous study showed tourists had a certain degree of neophobia toward 
unfamiliar food and, in many cases, food was related to a sense of home (Bardhi et al., 2010). In 
this study, non-Slow Food participants (NI) presented low interest in tasting local and street food; 
this might suggest that the degree of neophobia in the NI group was higher than in both HI and LI 
groups.  
 
Qualitative data supported the idea that Slow Food members were very interested in food 
preparation activities and savouring local food during their vacation holidays. As one Slow Food 
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member mentioned “…it was basically a food tour, the first morning we went to a sheep cheese 
farm, then we went to saffron farm where they grow saffron, and in the afternoon we had a tasting 
in a salmon shop, We didn’t have dinner that night but the next day we did a full day cooking class 
at a little farm house place; got the granny kitchen” (A7, Female, 45). Another Slow Food member 
mentioned her last trip experience of tasting unfamiliar food, “we were eating and cooking. One 
thing we knew we were in an area of kangaroos…possible aboriginal ingredients; we were curious 
to see if we can have a meal that included that (kangaroos)…and try things we haven’t tried before” 
(A11, Female, 70).  
 
Thirdly, the HI group showed the strongest interest in immersion in the destination while the LI 
group came second. This result confirmed Slow Food members were more interested in enrolling in 
activities related to slow tourism, and preferred to stay in small, family owned hostels (Fullagar, 
Markwell, & Wilson, 2012). The result from qualitative interviews further verified that Slow Food 
members enjoyed small and family oriented lodging. As one member mentioned, “We like to stay in 
small hotels rather than in big chain hotels. If we can find a family run hotel and it is comfortable, 
this would be the best choice for us” (R1, Male 60).  
 
Travel behaviour is significantly associated with an individual’s general values and 
vacation-specific values, including their degree of involvement in a particular interest (Flynn & 
Goldsmith, 1993; Pizam & Calantone, 1987). This study revealed that participants with Slow Food 
involvement might be predictable in relation to some of their activities in a destination, especially 
those activities associated with food. The selection of destination activities was influenced by 
involvement in Slow Food; hence, the higher the involvement, the more the activities were related 
to local food tasting, cooking and interaction with local people.  
 
In conclusion, involvement in Slow Food has not been used in past literature to study its influences 
on lifestyle and destination activity preferences. In the present study, the involvement in Slow Food 
was examined in terms of food and travel lifestyles, and destination activity preferences (especially 
those factors that reflected Slow Food philosophy). It was found in this study that HI and LI groups 
showed stronger interest compared with the NI group. In the environment of FLAG theory, 
participants with Slow Food involvement showed consistency in their behaviour at home and in 
their travel destinations. Hence, Slow Food members were seen to practise Slow Food philosophy 
not only on in their lifestyles on a daily basis, but also when they chose their vacation destination 
activities (Allen, 2002).  
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6.3.4 The relationship between lifestyles and destination activity preferences 
 
The final research objective examined the relationships between lifestyles (FRL and TL) and DA. 
The interrelationships among involvement, lifestyle and destination activity preferences were also 
assessed through Path Analysis. The results from the previous three research objectives suggested 
that the involvement in Slow Food influenced participants’ FRL, TL and DA. There were two 
significant findings: (1) both food-related and travel lifestyles influence preferences regarding 
destination activities and, in particular, travel lifestyle influences the interest in savouring local food; 
and (2) one food-related lifestyle factor and one travel lifestyle factor are mediators between Slow 
Food involvement and preferences regarding destination activities. 
 
Firstly, both food-related and travel lifestyles influence destination activity preferences. 
Consumption-related lifestyle is known as “the system of cognitive categories, scripts and their 
interrelations that associate with a group of products to a group of values” (Grunert, 1993, p. 153). 
In other words, an individual’s behaviour might be unconsciously influenced by a set of cognitive 
categories associated with that individual’s personal values. Furthermore, lifestyle is an expression 
of oneself and the accumulation of past experiences (Veal, 1993). Past studies also found that the 
consumption of food was influenced by each person’s lifestyles, consumption practices and 
identities (Cherry et al., 2011). 
 
The factor engagement in food activities was influenced by two FRL factors: preference for buying 
quality food products, and commitment to food preparation. This suggests that if an individual had a 
strong food-related lifestyle, the individual might be more likely to undertake food activities in the 
destination. While past studies showed tourists might be reluctant to taste unfamiliar food in a 
destination (Bardhi et al., 2010), the present study revealed that the acceptance of unfamiliar food in 
the destination was strongly related to two travel lifestyle factors: interest in new and local cultures, 
and preference for familiarity and comfort. If a tourist had high interest in local culture and low 
preference for familiarity and comfort, this tourist would be more willing to try local food in a 
destination. Similar to past literature, this study confirmed that preferring familiarity and comfort 
travel would lower tourists’ interest in tasting local food, and they would seek familiar food for 
comfort (Bardhi et al., 2010; Candel, 2001).  
 
In the present study, Slow Food members (HI/LI) showed much higher interest in local culture than 
non-members (NI), and the NI group revealed the highest interest in preference for familiarity and 
comfort. Compared with non-Slow Food participants, Slow Food members presented higher 
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acceptance to taste local and street food in a destination due to their higher interest in new and local 
cultures, and lower preference for familiarity and comfort. Qualitative data confirmed Slow Food 
members’ interest in trying local food in the destination. One Slow Food member mentioned his 
love for street food: “Every time I travel I try local food, particularly street food.” (A2, Male, 82). 
 
Secondly, there are two lifestyle mediators between involvement in Slow Food and destination 
activities: preference for buying quality food products, and interest in new and local cultures. The 
results of this study showed that Slow Food members liked to purchase good quality food products 
and interact with local cultures, and that members were also more likely to enrol in activities related 
to slow tourism and participate in food-related activities in a destination. The preference for good 
quality food ingredients at home would predict tourists’ engagement in food activities and slow 
tourism style. There were differences in destination activity preferences between Slow Food 
members and non-Slow Food participants. Slow Food members’ basic values of food and cultural 
interest translated into a much higher concern than non-members in undertaking food-related 
activities, tasting local food, and enjoying slow tourism.  
 
To conclude, while the relationship between food-related lifestyle and travel lifestyle factors with 
destination activity preferences has been established, no scale was found in the literature that 
assessed destination activities preferences of tourists interested in food. In this first attempt, 
engagement in food activities in a destination can be predicted by respondents’ interest in quality 
food ingredients and cooking, savouring local flavours in a destination can be predicted by 
respondents’ high interest in local culture and low interest in familiar and comfort travel, and 
immersion in the destination can be predicted by respondents’ interest in quality food and interest in 
local culture. While past food tourism studies suggested that the participation of tourists in 
food-related activities was driven by participants’ interest in food (Hall & Sharples, 2008; 
Henderson, 2009), the results of the present study suggested that this effect might be mediated by 
their lifestyles. Results also suggested the acceptance of unfamiliar local food was influenced by 
participants’ high interest in local culture and low preference for comfort. 
 
This empirical study used a sequential exploratory mixed methods research design with a 
combination of qualitative and quantitative data to investigate systematically the importance of food 
in international Slow Food members’ vacation decision-making, and to explore their vacation 
activity destination preferences through involvement and lifestyle perspectives. Vacation 
decision-making is a continuing process that does not stop even a trip decision is completed 
(Moutinho, 1987). In this study, Slow Food members’ decisions to travel to destinations and 
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decisions on destination activities involved two separate sets of decisions (McKercher & Chan, 
2005; Smallman & Moore, 2010). Findings from the qualitative data demonstrated that the decision 
of Slow Food members to travel to a destination was not based on food, and that there were 
different food and travel lifestyles of members. Results from quantitative data revealed different 
level of involvement, and that the lifestyles of participants influenced their choice of destination 
activities. Hence, the preference for food activities was influenced by participants’ lifestyles and 
involvement in Slow Food. In other words, although Slow Food members did not travel to a 
particular destination for food, members had more preferences for food activities in the destination 
than non-Slow Food participants because of the members’ lifestyles and involvement in Slow Food. 
 
Four research objectives were addressed in Phase 2 of this study. Findings from quantitative data 
were discussed in this chapter and supported by qualitative data. The results revealed that 
involvement in Slow Food significantly influenced respondents’ food-related lifestyle in terms of 
what food they buy, how they consume food on a daily basis, as well as their travel lifestyle 
manifested through their interest toward local culture. The intensity with which respondents 
embraced these food and travel lifestyles would influence their vacation destination activity 
preferences in a destination. Slow Food members had similar food and travel values at home and 
also in the destination, which were manifested through doing similar food and travel activities. 
Considering decision-making as a process approach with different stages, as per FLAG theory, 
Slow Food members were committed to the Slow Food values of ‘good, clean and fair’ food, 
eco-gastronomy and slow tourism, and practised these values consistently even when they were on 
vacation (Allen, 2002; Woodside, 2006). 
 
 
6.4  Contributions 
 
6.4.1 Theoretical contributions 
 
The present study demonstrates the importance of food in Slow Food members’ vacation 
decision-making, lifestyles and destination activities. This study also provides a theoretical 
contribution to the study of food tourism using mixed methods exploratory research to examine the 
influences and relationships among involvement, lifestyles and destination activities. Three key 
theoretical implications are discussed below. 
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6.4.1.1 Consistency in behaviour at home and in the destination 
The first key theoretical implication is related to the consistency in behaviour of Slow Food 
members at home and in the destination. Studies have suggested one pull motivating factor for 
tourists to travel is to ‘escape’ from their regular routines at home (Andreu et al., 2005; Crompton, 
1979; Kao, Patterson, Scott, & Li, 2008). In this study, Slow Food members had very low interest in 
escaping from the ordinary; instead, members showed consistency in their food and travel lifestyle 
at home and in the destination.  
 
Quantitative findings in this study suggested that non-Slow Food participants revealed much higher 
interest in seeking adventure and escape from the ordinary compared with Slow Food members. 
Compared with non-Slow Food participants, Slow Food members revealed high interest in 
food-related lifestyle and interest in local cultures. When choosing their destination activities, Slow 
Food members preferred food-related activities, ate more local food, and interacted more with local 
people. The involvement in Slow Food that members possessed suggested that the practice of the 
Slow Food philosophy in the destination of travel had become part of their habitus (Allen, 2002; 
Bourdieu, 1984, 1990). 
 
6.4.1.2 Different stages of vacation decision-making 
The second theoretical implication for this study is the confirmation of two different stages in 
vacation decision-making, which could answer the problem mentioned by McKercher, Okumus, 
and Okumus (2008) presented in some food tourism studies. McKercher et al. (2008) suggested that 
the method used to study food tourists had the flaw of linking destination activities with the 
underlying motivations of tourists to travel, which in many cases were unrelated. 
 
While most food tourism literature has found food to be an important motivator to travel for food 
tourists, this study has demonstrated that food is not necessarily an important motivator to travel for 
a group of Slow Food members who had high involvement in food and a high food-related lifestyle. 
Although food was an important aspect in Slow Food members’ daily lifestyle, members were not 
travelling to destinations because of food.  
 
Previous food tourism studies were conducted mostly in the destination to assess tourists’ food 
interests, with the majority of these studies concluding that there were substantial relationships 
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between food and destination attraction or motivation to travel (Hashimoto & Telfer, 2006; Horng 
et al., 2012; Ignatov & Smith, 2006; Sims, 2009). Past food tourism literature could be considered 
as ‘variance’ studies of tourists’ decisions. These studies were causal analyses of independent 
variables that sought to describe choices made by tourists without considering different stages 
involved in the decision-making. However, tourists’ decision-making should be considered as a 
process that has different stages for tourists to ponder (Smallman & Moore, 2010). When collecting 
data on-site at a food event, the relationship between food and the motivation to attend this 
particular food event would probably be positive since the presence of participants at the food event 
showed their willingness to attend. Using the example of Slow Food members, most members 
interviewed in Phase 1 pointed out that their travel motivation to a destination was not for food, but 
once there they did participate in different activities including visiting local food events. If Slow 
Food members were intercepted at the food event and asked about their motivation to participate in 
the food events, these members would demonstrate a high interest in food and thus be considered 
food tourists, even though their motivation to travel to the destination was not related to food. 
 
In the present study, there were two stages on the vacation decision-making of Slow Food members. 
The first stage concerned the main vacation decision travel motivation to a particular destination; 
the second stage of decision-making concerned the destination activities preferences that members 
decided on. The first stage of decision-making has been analysed by most vacation decision-making 
models, such as that of Decrop and Snelders (2005). The second stage of decision-making happened 
after arrival of the tourist in a destination, including decisions about the activities the tourist would 
participate in. Most of the decisions in the second stage were made after arrival in the destination 
(McKercher & Chan, 2005). 
 
It was then argued that a more holistic approach was required to examine food as an attraction to a 
destination. Since food consumption is a ubiquitous activity for any tourist, there is a need for more 
evidence to categorise the study of food tourists, as not all tourists undertaking food activities in a 
destination can be defined as food tourists (McKercher et al., 2008). Following McKercher et al. 
(2008), this study found a group of tourists (Slow Food) with a high interest in food and sought to 
determine whether food was an important motivating factor for them to travel to a destination and 
impacted the kinds of activities they preferred to do in that destination, especially from involvement 
and lifestyle perspectives. Unlike most food tourism studies that have sourced their survey samples 
at events or specific destinations, this study initially identified a niche group of tourist with a high 
interest in food to examine their food and travel behaviour. This offers a different approach from 
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previous studies to study the influence of food in the vacation decision-making, motivation to travel 
and destination activity preferences of this special interest group. 
 
The present study confirmed that vacation decision-making is a process and interpretive approach, 
and that the decision to travel to a destination in many circumstances is independent from activities 
available in that destination (Decrop, 2006; Smallman & Moore, 2010). Future tourism studies 
should take into account these differences in decision-making to study special interest groups. 
 
6.4.1.3 Contribution to involvement, lifestyle and destination activity preferences literature 
The last theoretical implication of this study is its contribution toward increasing the diversity of a 
sample in involvement, lifestyle and destination activity preference literature. Involvement studies 
have been closely examined in the consumer behaviour literature and a call for a more diverse target 
sample in the study of involvement proposed (Dimanche & Havitz, 1995; Havitz & Dimanche, 
1999). Involvement studies related to tourism have targeted different populations such as casino 
gamblers (Park et al., 2002), wine tourists (Brown et al., 2006), national park tourists (Hwang et al., 
2005), and hotel customers (Suh et al., 1997). The involvement in Slow Food members, however, 
has not been found in past studies. 
 
There has also been a call for more lifestyle studies in the field of marketing (Laws & Thyne, 2005), 
as well as more studies on underlying variables that affecting tourists’ choice behaviour, such as 
lifestyle (Sirakaya & Woodside, 2005). Lifestyle in this study was based on the notion of habitus 
introduced by Bourdieu (1984), with lifestyle reflecting the habitus of a person and becoming the 
systematic product of that habitus. The display of a person’s taste was related to the habitus that 
each individual accumulated through the process of learning (Trigg, 2008). The FLAG model 
introduced by Allen (2002) is based on a naturalistic approach that considers decision-making as a 
process with different stages (Woodside, 2006). This study was based on the FLAG theory to 
understand Slow Food members’ vacation decision-making, which posited that this 
decision-making would be influenced and determined by past experiences or habitus in the tourists’ 
involvement and lifestyle.  
 
The travel behaviour in a destination of tourists has been studied by targeting different samples, 
such as students (Shi, Nakatani, Sajiki, Sawauchi, & Yamamoto, 2010), foreign and domestic 
travellers and non-travellers (Woodside & Pitts, 1976), and cycle tourists (Ritchie et al., 2010). 
Some studies have focused on food tourists and their food-related experience in a destination 
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(Kivela & Crotts, 2006; Larsen et al., 2007; Longart, 2010). However, few studies have focused on 
tourists’ travel behaviour and its association with destination activity preferences. 
 
6.4.2 Methodological contributions 
 
This study provided the following methodological contribution by developing a new scale of 
destination activity preferences. 
 
6.4.2.1 Development of a new measurement scale 
This study developed a new scale to measure tourists’ destination activity preferences. The scale 
used in this study of vacation destination activity preferences was developed after the collection of 
qualitative data in Phase 1. The scale resulted from 40 interviews with international Slow Food 
members in four continents around the world. Although the results might be limited to Slow Food 
members, it was a scale developed to measure participants’ food and travel activity preferences in a 
destination. It is recommended that this scale be applied in future study of destination activity 
preferences of tourists with a high interest in food and in slow tourism. 
 
6.4.3 Managerial contributions 
 
The present study provides two managerial implications. The first implication relates to the 
decision-making process of tourists, and the second implication to a better understanding of tourists’ 
interest in food. The two key managerial implications are discussed below. 
 
6.4.3.1 Involvement and lifestyles of tourists 
The first managerial implication is related to the involvement and lifestyle of tourists. The present 
study showed two different stages of decision-making of Slow Food members. Although Slow Food 
members might not always travel to a destination because of food, when they arrived these 
members shared similar food values and had similar activity preferences compared with those of 
non-Slow Food respondents. It is important for destination managers to understand that there are 
different stages in the decision-making of tourists, many activities are often decided on after the 
arrival, and the decisions on destination activities are highly influenced by tourists’ involvement 
and lifestyles. It is therefore suggested that when investigating participants with a particular interest, 
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marketing research should concentrate on those individuals with high involvement in this particular 
interest, or who display this interest in their lifestyles. 
 
6.4.3.2 Understanding of tourists’ interest in food 
The second managerial implication relates to a better understanding of tourists with an interest in 
food, especially Slow Food members. When Slow Food members in this current study arrived at a 
destination, they practised Slow Food values by eating local food, going to local food markets, 
searching for small-scale producers, and interacting with local community. Non-Slow Food 
participants were more averse to local food, more interested in comfortable places, were fast 
travellers, and liked to be involved in many activities.  
 
The findings showed that participants’ engagement with local food was influenced mostly by the 
tourists’ travel lifestyle, not their food-related lifestyle. A tourist who is open-minded and accepts 
and interacts with new culture tends to be more willing to try unfamiliar local food and experience 
local life. The above results can assist destination managers and tourist operators to differentiate 
what kind of activities and events are likely to attract tourists who are more engaged in food. For 
instance, if a local food event in a destination wants to attract international tourists, it might be that 
freelance tourists have a higher interest in attending this event than group tourists with a tour guide. 
Similarly, tourists who are interested in local culture may be more willing to taste traditional local 
food and get involved with local people. Thus, the findings of this study contribute to a better 
understanding of international tourists in general and Slow Food members in particular, and could 
assist DMOs to understand what kind of tourists they would like to target to design an appropriate 
marketing mix and provide adequate services. 
 
To conclude, this study offers theoretical, methodological, and managerial contributions to 
academia, DMOs, and local communities in relation to vacation decision-making, involvement, 
lifestyle, and destination activity preferences of tourists with a high interest in food. Several areas 
for future research are discussed below. 
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6.5  Future Research 
 
There are three major areas for future research. Firstly, there is a need for a more holistic study in 
the field of food tourism as mentioned by McKercher et al. (2008). In this current study, the target 
sample was mainly Slow Food members; however, other group of tourists such as wine tourists 
could be considered in future research as independent projects or comparison studies. This study’s 
sample population was limited to certain cultural backgrounds. A more diverse cultural comparison 
could be added to study the differences between different cultural groups. While there are 150 
countries with Slow Food members, this study reached only a few of these countries and, because of 
time, budget and language limitations, many languages were not translated from the online survey. 
Future research could consider the investigation of Slow Food members in other cultural groups not 
included in this study. 
  
Secondly, this study has shown the influence of involvement on lifestyles and destination activities. 
The involvement concept was used to address Slow Food values, and how this involvement 
influenced respondents’ food-related lifestyle and travel lifestyle. The concept of involvement could 
be applied to other special interest groups in addition to food, such as religion (e.g., Buddhism, 
Islam or Catholic), sport (e.g., triathlon, marathon, trekking, motorcycling or bicycling), and other 
hobbies (e.g., antique collection, bird watching or philately). The relationship of these different 
involvement groups with lifestyles and destination activity preferences could be investigated to 
better understand the travel behaviour of special interest groups. 
 
Lastly, although this study could not establish a clear link that food was an important motivator in 
Slow Food members’ decision to take a vacation in a particular destination, this does not exclude 
the existence of tourists that do travel mainly for food to a destination. An additional set of 
questions asking the preferences of participants who travel for food would be beneficial to 
understand whether tourists have a specific interest in food. In particular, there are groups of 
tourists that specifically travel to visit different Michelin star restaurants and luxury gastronomic 
establishments such as El Bulli of Ferran Adrià in Spain, the Restaurant of Pierre Gagnaire in 
France, and the Fat Duck in England (Hjalager & Richards, 2002; McKercher, 2002). Further 
research could be carried out to understand the composition of this niche segment, vacation travel 
motivation, and behaviour.  
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6.6  Limitations and Delimitations 
 
This study has limitations and delimitations that include the extent to which its findings can be 
generalised, its theoretical framework, and the research case chosen. Although there are other 
tourists with a high interest in food, this study focussed on one specific group, that is, international 
Slow Food members.  
 
The study used mainly convenience sampling to contact Slow Food convivia in Australia, Italy, 
Argentina and Taiwan. These interviewees were mostly convivium leaders or active members who 
had a strong interest in Slow Food. Due to budget and language limitations, convivia located in 
other countries were excluded in Phase 1 of this study. 
 
In Phase 2, quantitative data collection of the online questionnaire with international Slow Food 
members was limited to participants who had access to the Internet. The questionnaire was 
translated from English into six other languages (Italian, Spanish, Chinese Traditional, Chinese 
Simplified, Japanese and Korean); thus, prospective respondents who only understood other 
languages (e.g., French or Russian) were not able to participate. The on-site questionnaire of 
non-Slow Food participants was collected at a single food event in Brisbane, Australia, with the 
intention to gather participants with food interests but who were not Slow Food members. Thus, all 
participants were Australian, with the resulting benefit of removing the confounding effects of 
nationality within this sample. However, there are possible differences in lifestyle that might be 
present for other nationalities. It is therefore suggested that future research examine nationalities 
other than Australian. 
 
A statistical limitation of this study is that in the analysis of confounding factors that might 
influence the result of the analysis, only the effect of three salient confounding factors (age, gender 
and language group) were examined. Using Two-way ANOVA, the effect of culture was examined 
using all English-speaking respondents in one group. Other possible confounding factors such as 
educational level, profession or income were not included in the report of the analysis.                                                                                                                                                                                                                                                                                  
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6.7  Concluding Comments 
 
This study found food was not an important factor for Slow Food members when they made their 
decisions to visit a destination; however, food did influence their daily lifestyles. And when these 
tourists arrived at a destination, their involvement in Slow Food, food-related lifestyle and travel 
lifestyle did influence their destination activity preferences. 
 
In addition to Slow Food members, a control group was included as non-Slow Food participants in 
the quantitative data collection. Respondents’ involvement in Slow Food, food-related lifestyle and 
travel lifestyle were examined and their relationships with destination activity preferences was 
established and explored. Slow Food members (HI/LI) presented more similarity in food-related 
lifestyle than travel lifestyle. In travel lifestyle, Slow Food members were similar only in their 
interest in local culture. Non-Slow Food participants (NI) had distinctive characteristics that were 
different from those of Slow Food members, mainly in terms of food-related lifestyle. 
 
Using a mixed methods exploratory research design, this study examined the relationships among 
involvement in Slow Food, food-related and travel lifestyles with the destination activity 
preferences of participants. This study used a different approach to study a special interest group. 
The results suggested that although Slow Food members were travelling for other reasons than for 
food, members were consistent in practising Slow Food values of ‘good, clean and fair’ when they 
sourced and consumed food during their vacations. 
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APPENDICES 
 
 
Appendix A. Slow Food Members’ Location in the World 
 
*Countries with Slow Food Offices  
(Source: Slow Food international website, 2013) 
Country Country Country 
France* Finland Poland 
Germany* Gabon Portugal 
Italy* Gambia Puerto Rico 
Japan* Georgia Qatar 
Netherlands* Ghana Romania 
Switzerland* Greece Russia 
UK* Guadeloupe Rwanda 
USA* Guatemala Senegal 
Algeria Guinea Serbia 
Andorra Honduras Singapore 
Australia Hungary Slovakia 
Argentina Iceland Slovenia 
Armenia India South Africa 
Austria Indonesia South Korea 
Azerbaijan Iran Spain 
Bahrain Ireland Sri Lanka 
Bangladesh Israel Sweden 
Belarus Jamaica Taiwan 
Belgium Jordan Tajikistan 
Benin Kazakhstan Tanzania 
Bosnia and Herzegowina Kenya Thailand 
Botswana Latvia Trinidad and Tobago 
Brazil Lebanon Tunisia 
Bulgaria Lithuania Turkey 
Burkina Faso Luxemburg Turkmenistan 
Burundi Macedonia Uganda 
Cameroon Malawi Ukraine 
Canada Malaysia United Arab Emirates 
Cayman Islands Mali Uruguay 
Chad Malta Uzbekistan 
Chile Martinique Venezuela 
China Mauritania Vietnam 
Colombia Mexico Zambia 
Congo Moldova 
Costa Rica Morocco 
Cote D’lvoire Mozambique 
Croatia Nepal 
Cuba Netherlands Antilles 
Cyprus New Caledonia 
Czech Republic New Zealand 
D. R. Congo Nicaragua 
Denmark Niger 
Dominican Republic Nigeria 
Ecuador Norway 
Egypt Palestine 
El Salvador Panama 
Estonia Paraguay 
Ethiopia Peru 
Faroe Islands Philippines 
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Appendix B. The Slow Food Movement-An overview 
 
 
The Slow Food movement started in a small town of Bra, Italy, where the founder Carlo Petrini was 
born and raised. Slow Food movement attracted global attention with the protest in response to the 
opening of a McDonald’s restaurant in the Piazza di Spagna in Rome in 1986. On December 1989, 
the Slow Food movement was officially established as the International Slow Food Movement for 
the Defense of and the Right to Pleasure at the Opera Comique in Paris (Laudan, 2004). While 
representatives from only 15 countries signed the initial Founding Protocol Manisfesto (Appendix 
C), there are now 100,000 members in 150 countries around the world (Social Report, 2009). 
 
Arcigola, the Slow Food’s first incarnation was emerged from Arci, which was the entertaining and 
cultural organisation of the Italian Communist Party. Arcigola which means “arch-tester”, was 
apprehended as an eco-gastronomical wing of Arci in 1983, and was formally established in 1986 
(Schneider, 2008) after Petrini and Arcigola protested the opening of the fast food restaurant 
McDonald’s by circulating the English phrase ‘slow food’. The phrase became so popular that it 
constitutes the name of the movement.  
 
The philosophy of Slow Food is ‘good, clean and ‘fair’. “Good food is tasty and diverse and is 
produced in such a way as to maximise its flavour and connections to a geographic and cultural 
region. Clean food is sustainable, and helps to preserve rather than destroy the environment. Fair 
food is produced in socially sustainable ways, with an emphasis on social justice and fair wages” 
(Schneider, 2008, p. 390). 
 
Slow Food association is an international eco-gastronomic organisation to recognise the 
significance of pleasure associated with food. Slow Food values the knowledge of local producers 
and diversity of places where food is manufactured, local recipes and flavours. It respects the 
rhythms of the seasons (Biodiversity, 2009). As an organisation Slow Food has been very active in 
organising different activities, events and long-term projects, including editorial and publications of 
magazines and foundation a University in Italy. Slow Food members pay an application fee that is 
approximately EUR 60 depending on which country membership. A member will receive Slow 
Food publications, the joint convivia newsletter and opportunity to participate in convivia events 
and projects. Slow Food members can be found in more than 150 countries around the world 
(Appendix A). 
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The following are the explanation of different terms and activities of Slow Food: 
 
Convivia/Convivium 
A local chapter of Slow Food is called convivium. Through convivium, members share the 
everyday joys of food has to offer and participate in events organised by the convivium. The plural 
of convivium is convivia. 
 
Slow Food Foundation for Biodiversity-Ark of Taste, Presidia, and Earth Market project 
The Slow Food Foundation for Biodiversity is a non-profit foundation established in 2003 as a 
response to the need to organise and sponsor Presidia and other Slow Food developments to defend 
food biodiversity in a translucent way. Through the Slow Food Foundation for Biodiversity, Slow 
Food organises and assists projects in maintenance of small producers—Presidia, Earth Market, The 
Ark of Taste—and helps to increase recognition of the cultures and traditional knowledge of local 
people (Biodiversity, 2009). 
The Ark of Taste: the Ark of Taste catalogues and selects quality food products from around the 
world at risk of extinction. The research work of experts in 19 National Commissions has enabled 
903 products in 58 countries to be recorded (Biodiversity, 2009). Local organisations, named 
Presidia are settled to stimulate and defend these products; it helps to develop close relationship 
between markets and producer-consumer. Presidium projects are established to promote contact 
between producers and consumers, to create new facilities for food production, or technologically 
revitalising local production and preparation procedures (Schneider, 2008). 
Presidia: the Presidium project started in Italy in 1999, as an operational stage to follow the work 
done in Ark of Taste. The Ark had catalogued hundred of products in extinction: the Presidia were 
the next step forward, enabling Slow Food to go into the practical world of production, to meet with 
local producers and to support their products and knowledge. There are 314 Presidia in 51 countries 
around the world, approximately 200 Presidia in Italy, protecting products from Burlina Cow to 
Garfagnana Potato Bread (Biodiversity, 2009). The Slow Food Foundation has helped to improve 
production techniques, train producers and boost the local and international market for the products. 
Earth Markets: Slow Food aimed to create an international network of farmers’ markets where 
consumers and producers could be brought closer together. An Earth Market only permits small 
producers and they only sell their own produce. The Slow Food Foundation provides technical 
assistance for all stages of the project—from drawing up production rules to the legal constitution 
of new markets. Until May 2010, there are 11 Earth Markets in Italy, Lebanon, Romania, and Israel 
(Biodiversity, 2009; Slowfood.com, 2010). 
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Salone del Gusto 
Salone del Gusto is a biannual fair that displays products prepared by local artisans. During this 
event, consumers can taste and buy products as well as acquiring knowledge about the product such 
as where it was produced and how it taste. The event is taking place in Turin, and it is economically 
and politically sustained by the Regional Authority of Piedmont in Italy (Meler & Cerovic, 2003). 
This first Salone was hold in 1998. 
 
Terra Madre 
Terra Madre was established to bring together different parties involved in food production, from 
small-scale artisan farmers, food producers, chefs, and academics enabling these parties to share 
experiences and support more sustainable methods of agriculture (Tzerman, 2008). Terra Madre is 
Slow Food’s political vision. It is held every two years at the same time and place as Salone del 
Gusto; the first Terra Madre was held in 2004.  
 
Editorials and Publications 
Since 1989, the Slow Food Editore has launched several publications including guides, manuals, 
and magazines. The list of catalogue comprises (Slowfood.com, 2010): 
Guides: osterias, locandas, wine, typical food products and specialties worth saving. Plus 
cookbooks in which restaurateurs, cooks and housewives describe recipes and thus recount Italy's 
regional food tradition.  
asSaggi: food memoirs, meditations on all aspects of food, reprints of historical food classics.  
Itinerari slow: leisurely tours through art, wine, nature and gastronomy. 
TerraMadre: studies and surveys on agriculture, the environment, food and society.  
Manuals: designed to educate taste and train the senses, to teach, choose and cultivate pleasure.  
Magazines: Slowfood, a bimestrial for Italian members: an original new way of describing food, 
wine and places. 
Slow Food & Terra Madre Newsletter: a monthly electronic newsletter is published in eight 
languages (English, Italian, Spanish, French, German, Portuguese, Russian, and Japanese) and sent 
to all members around the world as well as producers, cooks, researches and youth joined in the 
Terra Madre network. 
National Newsletters: a quarterly national newsletter in countries where Slow Food has a strong 
network of convivia. In 2008, newsletter was produced for Australia, New Zealand, Canada, France, 
Germany, Italy, the Netherlands, Switzerland, the UK and the USA. 
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The University 
The University of Gastronomic Sciences was opened in 2004 with two campuses, one in Pollenzo 
and one in Colorno, Italy. The university is the representation of the highest point reached in the 
educational strategy of Slow Food (Petrini, 2003). The university aims to produce gastronomes and 
food industry professionals proficient of protecting and promoting excellent food that is good, clean, 
and fair (Schneider, 2008). Four programs are offered combined with humanities, science, and 
sensory training of food production: three-year undergraduate degree, two-year graduate degree, 
Master degree in Italian Gastronomy and Tourism, and Master degree in Food Culture and 
Communications. 
 
Slow Food Education Activities 
Other Slow Food activities include Taste Workshops, Dinners Dates, and Master of Food courses, 
these activities are organised by each Slow Food chapter in local bases. Other international events 
are Slow Fish and Slow Cheese hosted in Bra and Genoa, Italy respectively. Many countries have 
planned their own national events such as A Taste of Slow, Food with latitude and Terra Australis 
in Australia, and Terra Madre Brazil.  
 
Slow Food Membership Application 
To become a Slow Food member, the membership fee differs from country to country. Countries 
with Slow Food offices (Italy, France, Germany, Japan, Netherlands, Switzerland, UK, and USA) 
have their own application form and process. Each Slow Food office country plans their 
membership subscription process and fee. Other country’s memberships can be joined through 
online affiliation. There are different types of membership to choose, from individual membership, 
sustained membership, young membership, to basic membership that range from EUR 5 to EUR 
120 per year (Slowfood.com, 2010).  
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Appendix C. The Slow Food Manifesto 
 
 
The Official Slow Food Manifesto (Petrini, 2003) 
Approved by delegates from Argentina, Austria, Brazil, Denmark, France, 
Germany, Holland, Hungary, Italy, Japan, Spain, Sweden, Switzerland, 
United States, and Venezuela at the founding conference of the International 
Slow Food Movement for the Defense of and the Right to Pleasure at the 
Opera Comique in Paris on November 9, 1989. 
 
Our century, which began and has developed under the insignia of industrial 
civilization, first invented the machine and then took it as its life model. 
 
We are enslaved by speed and have all succumbed to the same insidious 
virus: Fast Life, which disrupts our habits, pervades the privacy of our 
homes and forces us to eat Fast Foods. 
 
To be worthy of the name, Homo Sapiens should rid himself of speed before 
it reduces him to a species in danger of extinction. 
 
A firm defense of quiet material pleasure is the only way to oppose the 
universal folly of Fast Life. 
 
May suitable doses of guaranteed sensual pleasure and slow, long-lasting 
enjoyment preserve us from the contagion of the multitude who mistake 
frenzy for efficiency. 
 
Our defense should begin at the table with Slow Food.  
Let us rediscover the flavors and savors of regional cooking and banish the 
degrading effects of Fast Food. 
 
In the name of productivity, Fast Life has changed our way of being and 
threatens our environment and our landscapes. So Slow Food is now the 
only truly progressive answer. 
 
That is what real culture is all about: developing taste rather than demeaning 
it. And what better way to set about this than an international exchange of 
experiences, knowledge, projects? 
 
Slow Food guarantees a better future. 
 
Slow Food is an idea that needs plenty of qualified supporters who can help 
turn this (slow) motion into an international movement, with the little snail 
as its symbol. 
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Appendix D. List of Food Tourism Studies in Chronological Order 
 
Author (year) 
Terminology 
Used 
Stakeholder Methodology 
Motivation to 
Travel for Food 
Underlying 
meaning of 
food Demand Supply QUAL QUAN Defined 
Un-def
ined 
Bélisle (1983) Tourism and food 
production 
 ● ♦   ■  
Sheldon & Fox (1988) Food service ●   ♦  ■  
Reynolds (1993) Food and tourism ● ● ♦   ■ food is culture 
Telfer (1996) Tourism and food 
production 
 ● ♦   ■ 
food is identity 
Bessière (1998) Tourism and 
gastronomy 
 ● ♦  ■ 
(unknown) 
 
food is heritage 
Nield et al. (2000) Food service ●   ♦  ■  
Hjalager & Corigliano 
(2000) 
Food production 
 ● ♦  ■ 
(before) 
 
food is culture 
Hegarty & O’Mahony 
(2001) 
Gastronomy 
 ● ♦   ■ 
food is culture 
Au & Law (2002) Dining and 
tourism 
●   ♦ ■ 
(before) 
 
food is culture 
Hall & Mitchell (2002) Cuisine and 
tourism 
●  ♦  ■ 
(before) 
 
food is culture 
du Rand, Heath & 
Alberts (2003) 
Food tourism 
 ● ♦  ■ 
(before) 
 
food is a 
national cultural 
identify 
Meler & Cerovic 
(2003) 
Culinary-gastrono
mic tourism 
 ● ♦ ♦ ■ 
(after) 
 
food is national 
identify 
Boyne, Hall & 
Williams (2003) 
Food tourism 
 ● ♦  ■ 
(before) 
 
food is culture 
Finkelstein (2003) Food and taste 
 ● ♦   
■ 
 
food is history 
and identity 
Quan & Wang (2004) Food experience 
in tourism 
●  ♦  ■ 
(after) 
 
food influences 
experience 
Hjalager (2004) Gastronomy and 
tourism  ●  ♦  ■ 
(before) 
 
food is 
expression of 
lifestyle 
Cohen & Avieli (2004) Food in tourism ●  ♦  ■ 
(unknown) 
 
food is culture 
Haven-Tang & Jones 
(2006) 
Food tourism 
 ● ♦  ■ 
(after) 
 
food is sense of 
place 
Kivela & Crotts (2005) Gastronomy 
tourism ●   ♦ 
■ 
(before & 
after) 
 
food is 
expression of 
lifestyle 
du Rand & Heath 
(2006) 
Food tourism 
 ● ♦ ♦ ■ 
(before) 
 
food is a 
national cultural 
identify 
Hashimoto & Telfer 
(2006) 
Culinary tourism 
 ● ♦  ■ 
(before) 
 
food is identity 
Tellstrom et al. (2006) Food products 
 ● ♦  ■ 
(unknown) 
 
food is heritage 
Nummedal & Hall 
(2006) 
Food tourism 
 ●  ♦ ■ 
(unknown) 
 
food is culture 
Ignatov & Smith 
(2006) 
Culinary tourism 
●   ♦ ■ 
(before) 
 
food is identity 
Marte (2007) Food mapping ●  ♦    food is culture 
Okumus, Okumus & 
McKercher (2007) 
Food tourism 
 ● ♦  ■ 
(before) 
 
food is identity 
Tikkanen (2007) Food tourism 
 ● ♦  
■ 
(before & 
after) 
 
different needs 
of food 
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Germann Molz (2007) Culinary tourism 
●  ♦  
■ 
(before & 
after) 
 
food is culture 
Larsen et al. (2007) Food risk 
●   ♦  
■ 
 
foreign food is 
risky 
McKercher et al. 
(2008) 
Food tourism 
●   ♦  
■ 
 
 
Gyimóthy & Mykletun 
(2009) 
Scary food 
●  ♦  ■ 
(before) 
 
food is identity 
Henderson (2009) Food tourism 
● ● ♦  
■ 
(before & 
after) 
 
food is authentic 
Sims (2009) Food tourism ●  ♦  ■ 
(before) 
 
food is authentic 
Carroll (2009) Food culture 
●  ♦   
■ 
 
ethnic food is 
becoming global 
Kim, Eves & Scarles 
(2009) 
Local food 
●  ♦  
■ 
(before & 
after) 
 
food is authentic 
Bardhi, Ostberg & 
Bengtsson (2010) 
Food 
consumption 
●  ♦  ■ 
(unknown) 
 
food is identity 
Horng & Tsai (2010) Culinary tourism 
 ● ♦  ■ 
(before) 
 
food is culture 
Longart (2010) Restaurants 
●   ♦  
■ 
 
 
Lazzeretti, Capone & 
Cinti (2010) 
Food platform 
 ● ♦  ■ 
(unknown) 
 
food is identity 
Chan (2010) Food 
remembrance 
●  ♦   
■ 
 
food is identity 
Cherry, Ellis & 
DeSourcey (2011) 
Food 
consumption 
 ● ♦   
■ 
 
food is identity 
Horng, Liu, Chou and 
Tsai (2012) 
Culinary culture 
●   ♦ ■ 
(before) 
 
food is culture 
Note:  
Before: when motivation to travel for food is expressed before arriving in the destination 
After: when motivation to travel for food is expressed after arriving and tasted the food in the destination 
Unknown: when there is no specification about when the decision to travel for food is made       
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Appendix E. Key Studies on Slow Food by Topic 
 
Topic Author/s Research Topic Key Findings 
Evaluation and 
Limitations 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
History of 
Slow Food 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Leitch (2003) Slow Food (SF) as a 
political movement 
Slow Food mixed business and 
politics. Food and identity are 
becoming like the Euro, a single 
common discursive currency 
through which to debate 
Europeanness and the implications 
of economic globalization.  
Evaluates Slow Food 
from political and 
social perspective. 
Provides historical 
background to 
support the evolution 
of Slow Food 
movement.  
Labelle (2004) An historical, social 
approach to Slow 
Food movement 
The SF movement has put much 
effort into expanding its 
knowledge-producing interests; it 
gives little attention to the divisive 
and differentiating effects of 
knowledge. The movement 
provides a limited perspective of 
how production and consumption 
can be connected.  
Thorough literature 
review of the divide 
between consumption 
and production. 
Knox (2005) Architectural 
perspective about 
urban design and the 
social construction of 
place 
CittaSlow movement. Key 
successful factor is the city mayor. 
Relationship between the pace of 
life and the capacity of urban 
settings. Architects, planners and 
urban designers should be 
attentive to the theoretical 
underpinnings of place making. 
Narrative 
presentation related 
to architectural and 
urban planning. 
Mayer and Knox 
(2006) 
Slow Food and Slow 
City movement as an 
alternative approach 
to urban development 
Slow City regimes as a strong 
alternative of urban development. 
A powerful marketing effect. 
Uses two cities in 
Germany to explain 
and discuss positive 
aspects of Slow City 
movement. 
Hall (2006) Culinary Tourism, 
Slow Food and Slow 
Tourism 
The growth in culinary tourism 
and past studies about this area. 
The idea of Slow Tourism: stay in 
a place longer and get to know the 
area better, therefore the money 
stays within the destination 
economy longer. 
An introductory of 
culinary tourism and 
the idea of slow 
tourism. 
Pink (2008) A case study about 
Slow City movement 
Criteria of a Slow City; a model of 
sustainable urban development. 
Development of UK CittaSlow as 
the author participated in different 
activities. The author reviews 
CittaSlow in terms of its sensorial 
aspects. 
Evaluates CittaSlow 
in UK using 
participant 
observation. 
Gilsinan (2008) History and principles 
of Slow Food 
Past performances of Slow Food 
in different cities of US. 
Explanation of Slow Food 
activities. 
A positive approach 
to Slow Food 
movement. 
Anningson 
(2008) 
Short History of Slow 
Food and Slow Cities 
Philosophy of Slow City: ‘good, 
clean and fair’. Different 
activities/events are organised by 
Slow Food include The Ark of 
Taste, Presidia, Terra Madre, 
Salone del Gusto. Slow City arose 
as a consequence of Slow Food.  
Introduction of Slow 
Food and Slow City. 
Schneider (2008) How Slow Food 
movement started and 
Petrini’s philosophy 
Introducing Slow Food through 
history of gastronomy. The 
introduction of the key man 
Uses literature review 
of the history of 
gastronomy to 
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behind the movement: Carlo 
Petrini and his central 
philosophies. Slow food as a 
‘new’ social movement emerged 
alongside post-industrial 
capitalism and globalisation. 
introduce slow food 
movement and 
Petrini’s work. 
Buiatti (2011) The role of ‘Slow 
Food’ in food and 
tourism 
Food tourism and Slow Food 
coincide in the achievement of 
long-term changes in biodiversity, 
and sustainability of production. 
Establishing linkage 
between food, 
tourism and Slow 
Food. 
van Bommel & 
Spicer (2011) 
Media representation 
of Slow Food 
movement in UK 
The study of UK media releases 
on Slow Food to support the 
evolvement from gastronomy 
(1997-2000) to eco-gastronomy 
(post 2000) movement.    
Using discourse 
analysis from 1997 to 
2007 of media 
releases in UK. 
Events in 
Slow Food 
Heinzelmann 
(2005) 
The experience as 
participant in Salone 
del Gusto and Terra 
Madre 2004 
Feelings and encounters of the 
author at Turin, Italy, participating 
in Slow Food events. Interaction 
with producers of the events. 
Provides empirical 
examples of how 
both events run and 
work. 
Tzerman (2008) A conversation with 
Carlo Petrini 
The priority of Terra Madre 2008 
is to provide the right motivations 
and rewards to persuade young 
people to return to the land. 
University of Gastronomic 
Sciences in Pollenzo, Italy, was 
opened in 2004. 
One page informal 
interview from the 
reporter to Petrini. 
Peace (2008) Observation of Terra 
Madre 2006 Event 
The main goal is to facilitate 
relationships between producers, 
cooks, academics and researchers. 
World meeting of “food 
community”, representatives from 
150 countries.  
Own experience as an 
invited academic to 
the event.  
Cases in Slow 
Food 
Miele and 
Murdoch (2002) 
Aesthetics of Slow 
Food Cuisine 
Use Bagnoli restaurant in Tuscany 
as the case study to explain 
aesthetic in gastronomy.  
Complete case study 
of one Slow Food 
restaurant in Italy. 
Pietrykowski 
(2004) 
The social economy 
of the Slow Food 
movement 
Approaching SF movement from 
the consumption perspective. 
Examination of food and its 
symbolic role in identity 
formation. 
Qualitative analysis 
using Slow Food as 
case study. 
Gaytàn (2004) Observation as a Slow 
Food participant 
Slow Food members pursue 
consumption as an act of 
‘imaginative pleasure-seeking’ 
collectively, with politically 
relevant intentions. Slow Food 
members situate European culture 
and tradition as benchmarks of 
superior lifestyle and consumption 
practice. 
Transcribed 
conversations with 
SF members. 
Focused only on SF 
members in US. 
Peace (2006) An anthropological 
approach to a Slow 
Food Event in 
Australia 
Detailed introduction of the SF 
event in Australia: Barossa Slow 
starting in 2004. ‘Tradition’ and 
‘heritage’ became intrinsic to 
Barossa Slow. Barossa Slow 
promulgated the image that the 
Barossa area was a discrete 
physical region populated by an 
identifiable community committed 
to a ‘whole food culture’. 
Case analysis from 
anthropological 
perspective. 
 
Fonte (2006) Change of strategy of 
local agrofood system 
to integrate with Slow 
Slow Food-Coop Agreement in 
Italy, where Coop (large retailer 
chain) became a supporter of SF 
Detailed description 
of the cooperation 
between SF Presidia 
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Food Presidias Presidia Project. Describes how 
Coop sells SF products in Italy, 
aiming to protect typical products 
and traditions. 
and Coop.  
Interviews with 
farmers and Coop 
personals. 
Pratt (2007) The concept of 
authenticity in food 
Analyses the concept of 
authenticity, the coexistence of 
monetary and non-monetary value 
in an economy dominated by the 
commodity form. Using different 
food movements (including SF) as 
examples to illustrate authenticity 
and political implications. 
Literature review of 
authenticity linked 
with food movements 
and it political 
implications. 
McIlvaine-News
ad et al. (2008) 
Community supported 
agriculture (CSA) in 
Illinois US 
Comparison between Industrial 
Farming vs. Small Farming. How 
CSA operates in US. Taste of Tri 
States: food for body and soul 
project. 
Real rural community 
experience that 
assimilates the spirit 
of Slow Food. 
Nevison (2008) The impact of Slow 
Food in members 15 
countries 
There is positive relationship 
between Slow Food philosophy 
and members lifestyles. 
Using web-based 
survey (English) to 
309 Slow Food 
members in 15 
countries. 
Tam (2008) Slow Food movement 
as a careful way of 
living 
Explores the qualities (in positive 
way) of SF movement. SF 
embodies a “careful” way of 
living; it aims to protect, sustain 
and repair the damage done to the 
environment, animals, culture and 
people. SF philosophy gave rise to 
the new concept of 
eco-gastronomy. 
Qualitative case study 
to illustrate SF using 
case study of Marks 
and Spencer (M&S) 
Simply Food 
advertising campaign. 
Hayes-Conroy 
and Martin 
(2010) 
Empirical 
investigation of Slow 
Food movement 
focused on 
mobilisation of bodies 
Explores the visceral realm in 
activism through an examination 
of the SF movement. Observes 
how these participants ‘feel’, and 
proposes how to use these good 
feelings to be active politically. 
Empirical research 
through own 
participation to derive 
outcomes. 
Issues and 
Challenges 
Jones et al. 
(2003) 
Slow Food and its 
challenges 
Detailed explanation of the history 
and activities of Slow Food. The 
establishment of Slow City 
movement influenced by Slow 
Food. The difficulty of SF in 
challenging international fast food 
chains and reversing the popular 
eating habits and customs. 
Using Slow Food 
USA and UK as 
examples. 
Laudan (2004) Critical view toward 
Slow Food movement 
Introduced past gastronomy 
movements such as Culinary 
Modernism, French Terroir 
Strategy to compare with Slow 
Food. Criticism of how Slow Food 
gathers information; for example, 
Petrini claims that 300,000 plant 
varieties have vanished from the 
earth in the last hundred years 
without any supporting evidence. 
Uses historical 
background to 
support critique of 
Slow Food and 
Petrini. 
Chrzan (2004) Critical review of SF 
organisational 
structure and projects 
Personal experience as former SF 
regional officer in US. SF often 
lacks specific action plans to 
accomplish its goals; many leaders 
are amateurs. 
Negative feelings 
toward SF movement 
and its organisational 
structure using a case 
the author 
experienced in the 
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US. 
Donati (2005) The future challenges 
of Slow Food 
Using examples from SF 
organisation’s activities at the 
local and international level to 
demonstrate that while SF 
attempts to develop an ethics of 
taste, it is undermined by the 
failure to challenge adequately its 
own elitism and privilege. 
Presents possible 
solutions to 
challenges 
encountered by SF. 
Lotti (2010) Critical examination 
of Slow Food’s role 
within the agricultural 
system 
Argument that commoditisation 
makes SF resemble the 
conventional agricultural system it 
is trying to oppose. Disconnection 
between the organisation’s goal 
and its actions.  
Uses as example one 
SF chorizo producer.  
Participant 
observation in diverse 
events of SF. 
Positive 
Commentaries 
on Slow Food 
Belanger (2001) The negative aspect of 
fast food and the 
positive side of slow 
food. 
Fast food is labour saving; 
‘Americans work for hours to save 
a minute’. Industrial-style 
standardisation and mass 
production of food lead to 
corporate ‘bigness’ and power 
such as McDonalds. Slow Food 
movement brings back the joy of 
eating to the family. 
Positive 
commentaries on 
Slow Food 
movement. 
Chadwick 
(2002) 
Explanation of Slow 
Food 
Slow Food as an international 
movement dedicated to saving the 
regional cuisines and products of 
the world. The percentage of 
vegetarians and non-vegetarians in 
Slow Food is equal to the 
percentage outside the movement. 
Positive 
commentaries on 
Slow Food 
movement. 
Pollan (2003) Positive commentaries 
about slow food and 
activities launched by 
Slow Food USA. 
Explanations about the Ark of 
Taste, the presidia, the 
‘eco-gastronomy’, and ‘virtuous 
globalisation’ that Slow Food is 
embarking on. Projects launched 
by Slow Food USA such as the 
garden project for public schools. 
Positive 
commentaries on 
Slow Food 
movement. 
Parkins and 
Craig (2006) 
Experimental Slow 
Living in Italy by a 
family of Australians 
Life is not simple about speed and 
geographical displacement, but 
people can experience daily life as 
a complex interplay between 
global and local context. Slow 
Food helps to restore agency 
throughout the production cycle. 
The book is a direct 
experience of 
Australian Slow Food 
members in Italy. 
Food System 
and Health 
Issue 
Nosi and Zanni 
(2004) 
The role of Slow Food 
in the typical food 
system (TFS) 
Definition and explanation of 
TFS. Uses Slow Food events as a 
case study to demonstrate changes 
on demand and supply side. 
 
A theoretical 
framework to explain 
Slow Food in the 
context of 
distribution channels. 
Anonymous 
(2003) 
Health issues for 
better eating 
People need to consider the 
circumstances under which they 
eat to improve their health. Seven 
principles of adopting slow food 
for the health conscious. 
Nutritional aspects of 
adopting Slow Food 
mentality. 
Paxson (2005) Body shape of Slow 
Food members 
SF members tend to be slim 
gourmets dressed in black (in US). 
SF diet weaves ethical 
relationships between self and 
convivial others, between self and 
Presents some 
background of diet 
and eating habits in 
the US. 
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cultural heritage, between self and 
biodiverse environment. 
de Graaf and 
Kok (2010) 
High eating rate and 
distraction of attention 
from eating 
Factors that affect eating 
behaviour: sensory and metabolic 
processes. Study confirmed that 
slower eating increases satiety. 
Study about eating 
speed and satiety. 
(Source: the Author, 2013) 
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Appendix F. Vacation Decision Studies in Chronological Order 
 
Author/s Research Target 
Research 
Methodology 
Summary/Major Contribution 
Moutinho (1987) Tourist decision 
process—literature 
review 
Process modelling Vacation Tourist Behaviour 
Model. Deep explanation of 
consumer behaviour in tourism. 
Woodside & 
Lysonski (1989) 
92 young adults (NZ 
residents-students at 
U. of Canterbury) 
Face to face 
interview 
General Model of Traveller 
Leisure Destination Awareness 
and Choice. Proposes a model of 
tourist destination selection 
process. 
Um & Crompton 
(1990) 
College students Questionnaires Identifies the role of attitudes in an 
individual’s pleasure travel 
destination choice process. A two- 
stage approach to travel 
destination choice was developed 
based on the construct of an 
evoked set. 
Woodside & 
MacDonald 
(1994) 
Visitors to P.E.I., 
Canada 
Long interview 
method 
Develops a new vacation 
decision-making model. Uses 
psychological variables. 
Jun & McCleary 
(1999) 
180 Association 
meeting planners in 
US 
Quantitative 
analysis (factor and 
cluster analysis) 
Criteria for selecting South Korea 
as meeting destination. 
Buhalis (2000) Types of destination Content analysis Explains destination concept and 
synthesises several models for 
strategic marketing and 
management of destinations. Six 
categories of destinations: (1) 
urban (2) seaside (3) alpine (4) 
rural (5) authentic third World (6) 
unique-exotic-exclusive. 
Allen (2002) Two colleges - 
potential students 
Qualitative 
analysis 
Introduces FLAG 
(Fits-Like-a-Glove) framework in 
comparison to rational choice 
theory and constructive choice 
theory. Incorporation of in situ 
context in decision-making. 
Jeng & 
Fesenmaier (2002) 
None (new 
conceptual model of 
travel 
decision-making) 
Untested Proposes a conceptual framework of 
travel decision-making process. Psycho 
graphical/Cognitive 
Attitude theory. 
Klenosky (2002) Students at 
mid-western 
universities in the 
US 
Means-end theory 
(laddering) 
Previous studies on “push-pull” 
factors. Use means-end theory to 
find how “push-pull” factors 
might be related. 
Mazzarol & 
Soutar (2002) 
Students from 
Indonesia, Taiwan, 
China and India 
(Drawing on 
findings from past 
research) 
Questionnaires Analysis of the “push-pull” factors 
that influence students to study 
abroad. The results are 
recommended for consideration by 
government and education 
institutions. 
Hyde & Lawson 
(2003) 
20 international 
first-time visitors to 
New Zealand 
In-depth case study 
(before and after visit 
interviews) 
Motivation theories of 
independent travel. Independent 
traveller decision characteristics. 
McGuiggan 
(2003) 
None (prepositions) Untested Constraint model of leisure. 
Proposes a new model of vacation 
choice based on personality and 
constraints. 
Money & Crotts 
(2003) 
1042 German and 
Japanese visitors to 
Questionnaires Explores one of the Hofstade’s 
dimensions of culture - uncertainty 
196 
 
the US avoidance - to see its effect on 
travel planning and characteristics. 
Beerli & Martin 
(2004) 
Tourists in 
Lanzarote, Spain 
(616) 
Quantitative 
analysis (factor 
analysis) 
Tests hypothesis of factors that 
influence destination image. 
Brunel, Tietje & 
Greenwald (2004) 
Students Implicit 
Association Test 
(IAT)/Experiment 
studies 
Sequential priming. Provides 
foundation for unconscious 
decision-making. 
Lehto et al. (2004)  Long-haul UK 
travellers to Asian, 
North American and 
Oceanic destinations 
Quantitative 
analysis  
Identifies different variables that 
influence travel destination choice. 
Significant differences in travel 
philosophies, travel benefits 
sought and destination attribute 
preferences. Demographic and 
socio-economic variables are 
ineffective. 
Sakakida et al. 
(2004) 
American and 
Japanese college 
students 
Convenience 
sample survey (400 
questionnaires) 
Uses psychographic segmentation 
approach—horizontal and vertical 
individualism and collectivism, to 
examine their relationship with 
travel preferences. 
Shohan et al. 
(2004) 
US, South Africa, 
and Israel students 
Structured 
questionnaires 
(558) 
Replicate Hsu & Sung (1997) 
study to identify student travel 
preferences. 
Arnould & 
Thompson (2005) 
Consumer Culture 
Theory (CCT) 
Content analysis Analysis of past consumer culture 
studies and their theoretical 
interests.  
Decrop & 
Snelders (2005) 
Belgian households Grounded theory Typology of vacationers based on 
decision-making variables and 
processes. Six types of vacationers 
are found. 
McKercher & 
Chan (2005) 
Tourists in HK Quantitative 
analysis (Omnibus 
Tourism Survey in 
HK) 
Lists past SI empirical studies. 
Argument about the method of 
analysing SI (special interest) 
tourism. Many empirical studies 
cannot support their correlation 
between action and trip purpose as 
they are comparing effect-effect 
relationship and not a cause-effect 
relationship. 
Sirakaya & 
Woodside (2005) 
Tourist destination 
choice models 
Content analysis Literature review on travel 
decision models. Evaluation of ten 
decision-making models 
(1976-1994) in tourism. Proposed 
propositions and future area of 
research. 
Woodside et al. 
(2006) 
Australian 
households 
Long interview 
method 
Generalised model of facilitators 
and constraints influencing leisure 
travel behaviour. 
Hsu et al. (2007) Chinese senior 
tourists (Beijing and 
Shanghai) 
Grounded theory Proposes a model and prepositions 
of Chinese senior tourist 
motivation to travel. 
Naoi et al. (2007) Japanese students Repertory grid 
analysis and 
Laddering analysis 
Illustrates the complex nature of 
visitors’ evaluation of historical 
districts as tourism destination, 
and how this complex nature can 
be understood and investigated. 
Petrick et al. 
(2007) 
72 cruise tourists Focus group Investigates the role of 
Crompton’s choice sets and 
examines the underlying reasons 
and social influences for 
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passenger’s cruise vacation. 
Correia & Pimpao 
(2008) 
Portuguese tourists 
travelling to South 
America and Africa 
Quantitative 
analysis (1097 
questionnaires) 
Literature of tourist consumer 
behaviour. A structured model to 
analyse the tourist pre-decision 
and post-purchase stages. 
Hennessey et al. 
(2008) 
Golfers Questionnaires Framework to understand golfers’ 
decision-making process to a 
destination based on satisfaction, 
perceived valued, trip length, 
expenditures, travel decisions, and 
motivations. 
McKercher et al. 
(2008) 
Tourists in HK Quantitative 
analysis (Omnibus 
Tourism Survey in 
HK) 
A more holistic approach is 
required to examine food tourism. 
Consuming food in a destination 
may not be representative of a 
specialist segment. 
Woodside & 
Martin (2008) 
Visitors to Hawaii, 
US 
Qualitative 
analysis 
The importance of understanding 
unconscious thinking in 
decision-making 
Martin & 
Woodside (2008) 
Visitors to Big 
Island, Hawaii 
Long interview 
method 
Emic story telling research using 
long interview method 
Ab Karim & Chi 
(2010) 
Travel groups in 
Yahoo.com and 
MSN.com 
Quantitative 
analysis (online 
survey) 
Food images of France, Italy and 
Thailand are tested to find 
significant relationship between 
food image and intention to visits. 
Decrop (2010) Followed the 
destination choice 
process of 25 
Belgians 
Qualitative 
(inductive 
longitudinal 
approach) 
Investigates the formation and 
evolution of destination choice 
sets over time through a 
longitudinal qualitative study of 
vacation decision-making. A 
typology of seven choice sets is 
presented; final destination choice 
is driven by constraints and 
opportunities. 
Martin (2010) Japanese visitors to 
Big Island, Hawaii 
Individual case 
study/In situ 
interview 
Using long interview method to 
undercover visitor’s unconscious 
feelings. 
Smallman & 
Moore (2010) 
49 decision-making 
studies in tourism 
Content analysis. 
Categorisation into 
four different 
approaches 
Thorough analysis of past 
decision-making studies using 
Van de Ven and Poole’s typology 
of approaches.  
(Source: the Author, 2013) 
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Appendix G. Summary of Key Involvement Studies in Chronological Order 
 
Author/s 
Key 
Theory/Model 
Used 
Research 
Target 
Research 
Method 
Major Contribution 
Mitchell 
(1979) 
  Text analysis Different definitions of involvement, 
cases and criticism 
Vaughn 
(1980) 
  Text analysis Overview of advertising effectiveness 
theories: traditional advertising, 
consumer behaviour models, recent 
developments (involvement, right/left 
brain), FCB model. Psychological 
theoryego involvement. 
Bloch & Bruce 
(1984) 
Leisure-based 
enduring 
involvement 
 Text analysis Presentation of involvement with leisure. 
Propose a model to be tested in the 
future. 
Laurent & 
Kapferer 
(1985) 
Consumer 
Involvement 
Profile (CIP) 
 Factor analysis, 
regression 
analysis 
Development of CIP. Validity test. Five 
facets: importance, risk importance, risk 
probability, pleasure, sign. 
Zaichkowsky 
(1985) 
PII Students/Two 
measures 
Factor analysis Development of PII for product 
involvement. Definition of involvement. 
Complete questionnaire of PII is 
provided. 
Celsi & Olson 
(1988) 
PII to measure 
ISPR 
Felt involvement or 
response 
involvement 
(physical and 
social aspects of 
the immediate 
involvement and 
intrinsic 
characteristics of 
the individual) 
Tennis players ANOVA Felt involvement as a motivational state 
that affects the extent and focus of 
consumer attention and comprehension 
processes. 
Selin & 
Howard 
(1988) 
Ego involvement 
Theory 
 Text analysis. Explains attachment through ego 
involvement (psychological variable). 
Five subcomponents: centrality, 
importance, pleasure, interest, 
self-expression. Ego involvement and 
decision-making. 
Fesenmaier & 
Johnson 
(1989) 
Involvement scale: 
planning time, 
information source 
and risk 
Secondary data 
from previous 
study: 1000 
interviews in 
each of the nine 
US census 
bureaux. 
Statistics Segmenting US domestic travel market 
by level of involvement and evaluate 
these market segments for tourism 
development of Texas, US. 
McIntyre 
(1989) 
CIP+new construct 
(centrality to 
lifestyle) 
52 campers Factor analysis Development of enduring involvement to 
replace personal meaning of participation 
or commitment. Test enduring 
involvement using CIP + centrality to 
lifestyle. 
Manfedo 
(1989) 
Intention/ 
Involvement 
(represented by 
attitude and 
interest)/past 
knowledge/ 
cognitive 
characteristics 
30000 people 
were sent 
full-colour 
postcards; 328 
responded 
Variance 
analysis 
Examines the influence of intentions, 
involvement (attitude & interest), past 
knowledge and cognitive disposition on 
information search. 
Mittal & Lee CIP + ML (Mittal 144 consumers LISREL Definition of different involvement. 
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(1989) & Lee, 1988) of Jeans & 86 
+50 of VCR 
Eight constructs of measurement. 
Product Involvement (product sign, 
hedonic, utility) Brand-decision 
involvement (sign, hedonic, utility). 
Questionnaire provided. 
Andrews et al. 
(1990) 
 Involvement 
literature 
Text analysis Complete and detailed definition of 
different involvements.  
Havitz & 
Dimanche 
(1990) 
  Text analysis Proposes 15 propositions of involvement. 
Multifacets of involvement and 
definitions. 
Backman & 
Crompton 
(1991) 
  Multiple 
regression 
Predicting activity loyalty using three 
measures (attitudinal, behavioural and 
composite). High loyaltyhigh 
involvement. 
Dimanche et 
al. (1991) 
IP 183 US 
residents of VIII 
Word Veteran 
Championships 
Factor analysis Compares IP & PII, unidimensional vs. 
multidimensional. In favour of 
multidimensional. 
McIntyre 
(1992) 
Adventure Model 
Enduring 
involvement 
148 
rockclimbers 
Factor analysis Assessment of level of engagement using 
expertise, self-perceived experience, and 
commitment/involvement. 
Gainer (1993) PII 1000 random 
sample 
Mailing 
Questionnaire. 
LISREL 
Definitions. Involvement as intermediate 
step between sex or gender identity, and 
frequency of arts attendance. 
McCarville et 
al. (1993) 
RPII 2 group 
experiment 
SAS 
ANCOVA 
Investigates in which situations expected 
or reference price for a public leisure 
service might be altered. Level of 
psychological involvement was used as a 
covariate. 
Rodgers & 
Schneider 
(1993) 
Consumer 
Involvement 
Profile (CIP) 
178 students in 
US/141 students 
in US/140 
women 
Factor analysis Comparison of PII & CIP 
Schuett (1993) Adventure Model. 
RPII as dependent 
variable and 7 
independent 
variables (skill 
level, 
psychological 
outcomes, gender, 
frequency of 
participation, 
perceived risk) 
600 participants 
of kayaking 
program in 
North Carolina 
Factor analysis More comprehensive method to measure 
engagement proposed by adventure 
model. 
Havitz et al. 
(1994) 
Extended IP 
(+centrality to 
lifestyle) 
514 adult fitness 
users 
Cluster analysis Justification to add centrality to lifestyle. 
Involvement as market segmentation 
tool. 
Zaichkowsky 
(1994) 
Revised PII  Factor analysis Development and test of revised PII 
using product’s advertisement (two 
subscales: cognitive and affective 
grouping 
Beharrell & 
Denison 
(1995) 
Mittal’s means of 
purchase 
involvement 
measurement 
Customers in a 
major European 
retailer 
Factor analysis Involvement levels in grocery shopping 
Dimanche & 
Havitz (1995) 
Ego involvement/ 
Loyalty and 
commitment/ 
Novelty/Family 
decision-making 
 Text analysis Examines literature of four relevant 
topics in consumer behaviour. 
Havitz & 
Howard 
CIP Downhill 
skiing, 
MANOVA Distinguishes enduring and situational 
properties of involvement with seasonal 
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(1995) windsurfing, 
and golf 
recreation activities 
Park (1996) IP for involvement 
Allen & Meyer 
(1990) 
organizational 
commitment scales 
for loyalty profiles 
338 participants 
in weight 
training and 
aerobic 
Hierarchical 
multiple 
regression 
Involvement and loyalty in adult fitness 
programs 
Suh et al. 
(1997) 
PII 
RPII 
CIP 
SERVIQUAL 
800 LISREL Effect of consumer involvement on the 
consumer’s perceived service quality in 
Korean hotel industry. 
Havitz & 
Dimanche 
(1997) 
Involvement Text analysis  Reviews 2 propositions presented in 
1990. Chronological summary of 
involvement research in leisure from 
1988 to 1997. Different involvement 
instruments and their factors. 
Green & 
Chalip (1998) 
Purchase decision 
involvement 
157 parents of 
children in 
soccer programs 
LISREL/ 
Analysis of five 
constructs 
Concerns about 
adult 
impression/ 
Benefits of 
Youth 
sport/Purchase 
decision 
involvement/ 
Satisfaction/ 
Commitment 
Examines antecedents and consequences 
of parents’ psychological involvement in 
purchasing sport experiences for their 
children. 
Iwasaki & 
Havitz (1998) 
Proposed a 
conceptual model 
 Research Note. 
Proposed the 
usage of SEM 
Clarifies relationship of leisure 
involvement, psychological commitment, 
and behavioural loyalty. 
O’Cass (1998) Involvement 
literature 
 Text analysis 1960-1997 involvement literature in 
statistics presentation. 
Havitz & 
Dimanche 
(1999) 
 Involvement 
literature 
Text analysis Reviews 52 leisure involvement data sets 
in the context of 13 propositions by the 
authors in 1990. Suggest more diversity 
in target population about involvement 
studies. 
Josiam et al. 
(1999) 
PII 795 college 
students on 
Spring Break at 
Panama City 
Beach, Florida 
SPSS Examines the interplay between the 
involvement construct and push/pull 
factors as motivators in destination 
selection. 
McColl-Kenne
dy & Fetter Jr. 
(1999) 
PII 340 residents in 
Midwestern US 
Factor analysis Compares involvement between 
professional and non-professional 
services. Uses PII because CIP are 
antecedents of involvement. 
Jang et al. 
(2000) 
Enduring 
involvement: 
self-identity/self-ex
pression, 
pleasure/interest/ 
importance, and 
centrality 
848 visitors in 
Black Hawk, 
Colorado 
Factor analysis Gambling and enduring involvement. 
Wiley et al. 
(2000) 
CIP+centrality 
Sex Role 
egalitarianism scale 
(SRES) 
Hockey players 
(51men 76 
women) Figure 
skaters (24+54) 
MANOVA Examines and compares the leisure 
involvement profile of female and male 
participants in ‘conforming’ (gender 
appropriate) and ‘nonconforming’ 
(gender inappropriate) activities. 
Olsen (2001) Involvement based 42 in pilot LISREL Empirical study of involvement in 
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on Theory of 
reasoned action 
2500 families in 
Norway 
PRELIS seafood, Antecedents: attitude, negative 
feelings, social norms, moral obligation. 
Consequence: behavioural frequency. 
Park et al. 
(2002) 
Enduring 
involvement scales 
from Kapferer & 
Laurent (1985), 
McIntyre (1989) 
and Siegenthaler & 
Lam (2992) 
848 visitors in 
Black Hawk, 
Colorado 
Factor analysis Segmenting casino gamblers suing 
involvement profiles: importance, 
enjoyment, self-expression, and 
centrality. 
Bell & 
Marshall 
(2003) 
FIS (acquisition, 
preparation, 
cooking, eating and 
disposal) 
894 male and 
female lab 
employees and 
students 
ANOVA Development of FIS. 
Gursoy & 
Gavcar (2003) 
Modified CIP 460 
international 
tourist in 
Turkey 
Face to face 
interview. 
Exploratory 
Factor Analysis. 
LISREL 
Involvement and decision-making. 
Comparison of PII & CIP. Examine 
international tourists’ leisure 
involvement. 
Marshall & 
Bell (2004) 
Food involvement 
scale (adapted from 
PII) 
109 students in 
a UK university 
FIS scores FIS with demographic variables and food 
choice. Shows all other instrument of 
measurement, FNS, VARSEEK, PDV, 
PII) 
Kyle et al. 
(2004) 
Seven constructs: 
attraction, 
centrality, 
self-expression, 
place identity, 
place dependence, 
social bonding, 
perceptions of 
setting density. 
1561 hikers LISREL Examines the effect of activity 
involvement and place attachment on 
hikers’ perception of setting density. 
Hwang et al. 
(2005) 
IP 
RIP 
2400 tourists SPSS 
LISREL 
Tests the relationship among tourists’ 
involvement, place attachment and 
interpretation satisfaction in Taiwan’s 
national parks. 
Havitz et al. 
(2005) 
EI-SI-Flow Model 
(questionnaire 
provided) 
46 Ontarians AMOS/SPSS Definition of enduring involvement, 
situational involvement, flow in leisure. 
Kyle & 
Mowen (2005) 
CIP (adapted from 
McIntryre & 
Pigram, 1992) 
860 subscribers 
to Emerald 
Necklace 
publication 
LISREL 
(attraction, 
centrality, self 
expression, 
place 
dependence, 
affective 
attachment, 
place identity, 
value 
congruence, 
social bonding) 
Leisure involvement is an antecedent of 
commitment to public leisure service 
provider. 
Brown et al. 
(2006) 
WIS 161 customers 
in wine clubs 
and wine events 
in western 
Canada 
Factor analysis Development of WIS based on CIP. 
Gross & 
Brown (2006) 
CIP+food & wine Tourists in SA Exploratory 
factor analysis 
Involvement and place attachment in a 
lifestyle destination setting. 
Sparks (2007) TPB+PII 3500 people 
from marketing 
list company (4 
states of AU) 
LISREL Uses Theory of Planned Behaviour 
(TPB) to predict tourist intentions. TPB 
constructs: attitude, subjective norms, 
and perceived control. 
202 
 
Gross & 
Brown (2008) 
Model adapted 
from Kyle et al. 
2003ª 
Tourists in 
South 
Australian  
SEM/Amos Develops and tests a structural model to 
measure predictive relationships between 
involvement and place attachment 
(centrality to lifestyle, attraction, self 
expression, food and wine, place 
attachment, place identity). 
Yuan et al. 
(2008) 
Personal 
involvement with 
wine (PII) 
Visitors of 2003 
Vintage Indiana 
Wine and Food 
Festival 
Personal 
Involvement 
Inventory (PII) 
ANOVA 
Segmentation into high, medium and low 
involvement groups. 
Pratt (2010) Wine involvement 
scale (WIS) 
696 wine 
consumers 
SEM Effect of wine involvement on wine 
tourism behaviour, self-image, attitude 
and intention to visit. 
Ritchie et al. 
(2010) 
Instrument 
developed by 
Ritchie, 1998 & 
2000 
cycle tourists in 
Australia (564) 
Focus 
group+online 
survey 
Uses enduring involvement to segment 
cycle tourists into five clusters. 
Differences were found on travel 
motivations, travel behaviour, behaviour 
intentions, socio-demographics and 
cycling behaviour. 
(Source: the Author, 2013) 
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Appendix H. List of Key Lifestyle Studies in Chronological Order 
 
Author/s Research Target 
Research 
Methodology/Instr
ument 
Summary/Contribution 
Wells (1975)  Text analysis 
Positive usage of psychographic research in 
consumer studies. 
Woodside & Pitts 
(1976) 
386 husbands of U. 
South Carolina 
Family Consumer 
Panel (Domestic & 
Foreign travellers) 
Multiple 
discriminant 
analysis (MDA) 
Tests the accuracy of correctly classifying foreign 
and domestic travellers and non-travellers using 
lifestyle, demographic, and travel activity 
information. To predict travel behaviour. 
Crompton (1979) 
39 unstructured 
interviews 
Qualitative 
Motivation to travel of tourists. 
Socio-Psychological motives (escape, 
self-exploration, relaxation, prestige, regression, 
enhance relationships, and social interaction). 
Cultural motives (novelty, education). 
Crask (1981) 
1000 mail 
questionnaires (Great 
Lakes and 
Southeastern USA) 
Factor analysis 
Distinguishes vacation lifestyle of different 
vacation group. Five vacation segments found. 
These segments differ demographically and with 
respect to their magazine readership patterns. 
Etzel & Woodside 
(1982) 
900 households in 
Dayton area USA 
Quantitative 
Study on vacation experience. Segmentation: near 
home (n=185), distance (n=641). Five-section 
questionnaire: trip information, demographics, 
travel-related information, media behaviour and 
feeling about vacation experience. 
Schul & Crompton 
(1983) 
544 UK residents Factor analysis Study the external search behaviour of tourists 
using psychographic measures. 
Wahlers & Etzel 
(1985)  
Vacation preference Statistics Vacation activity preference> stimulation 
needs. Reasons for choosing a scale of valuation. 
Optimal stimulation level (OSL). 
Kahle et al. (1986) 193 students 
LOV 
VAL 
Origin of LOV and VALS. 
Compares LOV and VALS. 
LOV has higher predictor utility than VALS. 
Shih (1986) 
1999 residents in 8 
states regions in USA 
VALS (consumer 
values and 
lifestyles) 
Origin of VALS: divide Americans into four 
categories and nine lifestyles. The study attempts 
to determine why people travel, how they think, 
and what their value and attitude are. VALS is a 
useful tool for tourism marketing. 
Featherstone (1987) 
Lifestyle and 
consumer culture 
Text analysis 
Explain consumer culture through Bourdieu's 
concepts of lifestyle, habitus, taste. Lifestyle is a 
consumer expression through different aspects. 
Hawes (1988) 
534 women over 50 
in USA 
Quantitative 
Identification of three groups of ‘traveller’, ‘laid 
back’, and ‘dreamer’. 
Veal (1989) Leisure and lifestyle Cases 
The need to study leisure related lifestyle. Market 
research and lifestyle. Different lifestyle 
instruments: AIO, ACORN, VALS, The AGE 
lifestyle. Bourdieu's lifestyle. 
Yuan & McDonald 
(1990) 
1500 interviews 
(Japan, France, 
Germany, UK) 
Quantitative 
Comparison of push and full motivating factors to 
travel of travellers from four different cultural 
backgrounds. 
Grunert (1993)  FRL concept 
Food-related 
lifestyle instrument 
(FRL) 
Propose a new approach to lifestyle (deductive; 
non inductive). The consumption related lifestyles 
are defined as the system of cognitive categories, 
scripts, and their associations, which relate a set 
of products to a set of values. 
Valuecognitivebehaviourunconscious. 
Veal (1993) Lifestyle Text analysis Detailed explanation of lifestyle from its origin. 
Tai & Tam (1996) 
Hong Kong and 
Singapore consumers 
Quantitative 
analysis 
Uses AIO to compare lifestyles in two markets. 
Thrane (1997) 401 residents in LOV Origin of LOV. 
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Norway (face-to-face 
interview) 
Explores relationship between vacation motive 
and personal value through LOV. 
Askegaard & 
Brunso (1999) 
Singaporean families 
(89 samples) 
Food-related 
lifestyle instrument 
(FRL) 
Literature review of lifestyles. Cross-cultural 
validity of FRL is tested and results interpreted in 
relationship to local food cultures. 
You et al. (2000) 
2408 surveys (Japan 
& UK) 
Quantitative 
Comparative study of motivating factors to travel 
to a destination between travellers in Japan and 
UK. 
Dredge (2001) 
Lifestyle destination 
tourism 
 
History of Lake Macquarie in Newcastle AU. The 
possibility of building the place as a leisure 
lifestyle destination. 
Reid et al. (2001)  
302 Australian 
households 
Food-related 
lifestyle instrument 
(FRL) 
Comparative study of FRL results among 
Australia, Singapore, Britain, France and 
Denmark. 
Bruwer et al. (2002) 
Australian wine 
drinkers 
Quantitative 
analysis 
Review of market segmentation studies. 
Wine-related lifestyle (WRL) measurement 
instrument is used. 
Gonzalez & Bello 
(2002) 
Content analysis Lifestyle studies in 
Tourism (AIO) 
List all AIO past studies & applications in 
tourism. 
Hsu et al. (2002) 500 households in 15 
US states. Telephone 
interview. 
Factor analysis 
MANOVA 
Provides psychographic and demographic profiles 
of individuals in the various 
Lawson & Todd 
(2002) 
Lifestyle Content analysis 
Lifestyle literature review. Summary of consumer 
lifestyle segments. 
Vyncke (2002) 
2 steps 
(n=236/n=672) 
AIO 
LOV 
V-L-A-M 
(developed by the 
author) 
Origin of psychographic research (psychological 
+demography). Development of new lifestyle 
research V-L-A-M instrument 
Kesic & Piri-Rajh 
(2003) 
Croatian families 
Food-related 
lifestyle instrument 
(FRL) 
FRL is tested to segment Croatian families. Five 
different segments are found. 
Walmsley (2003) 
Australia rural 
tourism 
Text analysis 
Lifestyle-led marketing opportunities for 
Australian rural tourism. The importance of 
lifestyle specialisation in a particular region. 
Rajasenan & Ajit 
Kumar (2004) 
Foreigner tourists at 
Kerala, India 
Quantitative 
analysis 
Analyses the demographic, psychographic and 
lifestyle characteristics of tourists to find the 
motivation factor of visit. 
Reisinger & 
Mavondo (2004) 
528 US & 424 
Australian 
undergraduate 
students 
SPSS+AMOS 
Student travel market. Study the relationship 
between major psychographic factors: culture 
values, personality, travel motivation, preference 
for activities and lifestyle. 
Reisinger & 
Mavondo (2004) 
528 US students SPSS+AMOS 
Female and Males in lifestyle factors: personality, 
motivation, activity and lifestyle 
Scholderer et al. 
(2004) 
Denmark, France, 
Germany, Spain, and 
UK (N=>1000 each) 
Food-related 
lifestyle instrument 
(FRL) 
FRL is tested across cultures and compared using 
multi-sample confirmatory factor analysis with 
structured means. 
Scott & Parfitt 
(2004) 
Lifestyle 
segmentation 
Case study 
(Australia) 
Three cases that illustrate different approaches to 
lifestyle segmentation. 
Simpson et al. 
(2004) 
New Zealand wine 
tourists 
Quantitative 
analysis 
Categorise NZ wine tourists using List of Values 
typology of lifestyle characteristics. 
Tassiopoulos et al. 
(2004) 
165 wine tourists Survey System v8.1 
Develop demographic and psychographic profile 
of wine tourists in South Africa 
Andreu et al. (2005) 
260 surveys of UK 
tourists in Turkey 
Quantitative 
Studies motivation to travel to Turkey of UK 
tourists. Five clusters found: fuzzy, recreation, 
active, escape, and relaxation seekers. 
Buckley et al. 
(2005) 
 
Great Britain 
Food-related 
lifestyle instrument 
(FRL) 
Investigation of the degree to which FRL 
segments are convenience-oriented. 
Laws & Thyne 
(2005) 
Lifestyle in Tourism Text analysis 
Marketing need to study lifestyle. Origin of 
lifestyle. The importance of lifestyle studies. 
O’Sullivan et al. Ireland (N=1024) and Food-related The use of FRL to test cross-cultural validity. 
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(2005) Great Britain 
(N=1000) 
lifestyle instrument 
(FRL) 
Results are invariant across the two cultures. 
Gross & Brown 
(2006) 
Tourists of South 
Australia 
Quantitative 
analysis 
Measurement of tourists’ involvement in tourism 
experiences, place attachment, and elements of 
lifestyle tourism. 
Lam & Hsu (2006) 
299 Taiwanese 
travellers to Hong 
Kong 
LISREL 
Using Theory of Planned Behaviour to predict 
travel destination choice of potential Taiwanese 
travellers to Hong Kong. 
Lee & Sparks 
(2007) 
Korean Australians & 
Koreans in Korea 
Quantitative 
analysis 
Compares travel behaviour of two groups and 
classifies it into four clustered segments based on 
seven travel lifestyle factors. 
Füller & Matzler 
(2008) 
10 leading Alpine ski 
resorts tourists 
(N=6172) 
Quantitative 
analysis 
The role of basic, performance and excitement 
factors in different market segments. 
Gross et al. (2008) SA tourists SEM 
Four constructs of involvement and two 
constructs of place attachment. 
Valencia & Crouch 
(2008) 
Random selection of 
respondents in 
Australia (N=153) 
Quantitative 
analysis 
To understand how travellers react to risk; the 
role of self-confidence in ameliorating the 
reaction to a variety of adverse events. 
Wycherley et al. 
(2008) 
Great Britain Food-related 
lifestyle instrument 
(FRL) 
Reduced form of FRL questionnaire and adding 
speciality statements to assess the speciality 
orientation of the six segments identified by 
Buckley  et al. (2005) 
Batra (2009) 
Foreign senior 
tourists in Thailand 
Quantitative 
analysis 
Examines how demographic characteristics 
influence travel experience, behaviour and overall 
experience on visiting Thailand. 
Chen et al. (2009) 
420 National Park 
tourists in Taiwan 
Quantitative 
analysis 
Lifestyle segmentation (AIO) of tourists. Three 
groups of users emerged: (1) family oriented 
travellers; (2) social oriented travellers; (3) stylish 
travellers. 
Cullen & Kingston 
(2009) 
Rural and urban 
consumers in Ireland 
Food-related 
lifestyle instrument 
(FRL) 
FRL is utilised to analyse rural and urban 
consumer’s behaviour toward new products. 
Hsu et al. (2009) 
36 overseas tourists 
to Taiwan 
TOPSIS 
Uses AHP model to test tourists’ choice of 
destination and their preferences for destinations. 
Kim et al. (2010) 
Food tourists in a 
two-day food festival 
Factor analysis 
Push/Pull theory (14/14)instrument to measure 
food tourist motivation.  
Li & Cai (2011) 
996 surveys of 
Chinese outbound 
tourists 
SEM 
Studies the effect of cultural values on travel 
motivation and behavioural intention. 
Caffyn (2012) Slow tourism Text analysis Different facets of slow travel and slow tourism. 
Conway & Timms 
(2012) 
Slow travel & slow 
tourism 
Text analysis 
Similarities and differences between slow travel 
and slow tourism. 
(Source: the Author, 2013) 
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Appendix I. List of Key Travel Behaviour Studies in Chronological Order 
 
Author/s Research Target 
Research 
Methodology 
Summary 
Schul & Crompton (1983) UK residents (n=560) Quantitative analysis Predicts and explains external search 
behaviour of international vacationers. 
Discriminate active and passive 
external search behaviour. 
16 AIO statements derived from the 
literature review to gather 
respondents’ travel-specific lifestyles. 
Pizam & Calantone (1987) 60 undergraduate 
students 
Quantitative analysis Analyses the relationship between 
respondents’ values and their travel 
behaviour. 
Develops 23 statements of vacation 
behaviour as independent variables.  
For dependent variables, 16 travel 
behaviour scales were developed 
through subjects’ descriptions of their 
past and future vacations. 
Fesenmaier & Johnson 
(1989) 
1000 interviews of 
nine US Census 
Bureau Divisions 
Secondary data 
analysis past 
interviews 
Segments Texas travel market by the 
degree to which visitors to the state 
are involved in the travel planning 
process. 
Three variables to define the 
involvement scale: the length of time 
in making the decision; the amount 
and types of information sources used; 
and the amount of risk, whether 
personal or financial. 
Gitelson & Kerstetter 
(1990) 
Consumers inquiry 
the 1984 North 
Carolina Travel 
Information Packet 
(n=2700) 
Quantitative analysis Tests relationship among 
socio-demographic variables, benefits 
sought and subsequent vacation 
behaviour. 
28 possible reasons (benefit sought) 
for taking a trip was developed 
through literature review and 
unstructured personal interviews. 
Flynn & Goldsmith (1993) Travel services (n=82 
men+98 women) 
Cloth (n=135 
women) 
Quantitative analysis Uses PII to identify involved 
consumers for managerial purposes. 
Two studies (travel services and 
fashionable clothing). 
Prove PII to be a good measurement 
for involvement. 
Clements & Josiam  
(1995) 
College students in 
USA (n=2960) 
Quantitative analysis 
(descriptive/regression) 
Studies college students travel 
decision during spring break. 
Use PII to test involvement construct 
in predicting travel decision. 
Prove to be a relationship between 
destination selection and involvement. 
Amstrong & Mok (1995) 316 Hong Kong 
residents  
Quantitative analysis Examines Hong Kong residents’ 
perceived importance of destination 
attributes (13) and their relationship 
with socio-demographic variables, as 
well as their preferred mode of travel. 
Zalatan (1998) 700 women in 
Ottawa-Carleton 
Canada area  
Quantitative analysis Identifies the main tourism 
dimensions and determine the level of 
involvement of wives in the different 
tasks associated with pleasure trips. 
Different categories of vacation 
decision stages are identified: initial 
trip tasks, financing, pre-departure, 
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and destination. 
Sönmez & Graefe (1998) 500 international 
travelers 
Quantitative analysis Examines the influences of past 
international travel experience, types 
of risk associated with international 
travel, and the overall degree of safety 
felt during international travel on 
individuals’ likelihood of travel to 
various geographic regions on their 
next trip or avoidance due to 
perceived risk. 
Sirgy & Su (2000)  Content analysis 19 prepositions about destination 
image, self-congruity, and travel 
behaviour. 
Babin & Kim (2001) 250 International 
college students in 
USA 
Quantitative analysis Explores the satisfiers of international 
student travel behaviour. 
Examine the impact of characteristics 
on personal hedonic and utilitarian 
travel value perceptions. 
Kozak (2001) Britons visiting Spain 
(n=508) and Turkey 
(n=550) 
Quantitative analysis Investigates the extent that past 
destination experiences influence 
repeat visits. 
Examines the existence of relationship 
between level of tourists’ satisfaction 
and their intention to return or 
alternatively visit other destinations. 
Determine the extent to which such 
relationships differ between mature 
destinations and their developing 
counterparts. 
Eachus (2004) UK university staff 
and students (n=111) 
Quantitative analysis Uses BSSS (brief sensation seeking 
scale) in predicting holiday 
preferences. 
Brown et al. (2006) Respondents from 
wine clubs and 
events (n=161) 
Quantitative analysis Development of WIS (wine 
involvement scale). 
Examine the efficacy of 
differentiating high-end wine 
consumers using WIS, to segment 
these respondents and to examine 
resultant wine purchase and travel 
behaviour. 
Funk et al. (2007) 2005 Gold Coast 
Airport Marathon 
participants (n=239) 
Quantitative analysis Uses the attraction process within the 
Psychological Continuum Model to 
develop and examine five hypotheses 
related to motives of international 
participants to an Australian running 
event. 
Seven travel motives were identified 
from literature review: escape, social 
interaction, prestige, relaxation, 
experience different culture, 
knowledge, and learning. 
Martin & Woodside 
(2008) 
Tourists at Hawaii 
Big Island, USA 
Grounded theory Nine interviews of 80 minutes each, 
written, thick descriptions were 
completed using an 18-page 
questionnaire. 
Test prepositions from Woodside, 
MacDonald, and Burford (2004). 
Xu et al. (2009) Students in UK 
(Bournemouth Uni) 
and China (Nanjing 
Uni) 
Quantitative analysis Compares travel behaviour and 
attitudes of students in UK and China. 
Influential factors: tourist motivation, 
information search, cultural 
influences. 
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Kaattiyapornpong & 
Miller (2009) 
Australians (49,105), 
data from Roy 
Morgan Research 
Centre 
Quantitative analysis Age, income and life stage have 
significant differential and interactive 
effects on travel behaviour. 
Combination of age, income and life 
stage are utilised to develop 45 
constraint groups. 
Musa & Sim (2010) Older adults in 
Malaysia (1356) 
Quantitative analysis Investigates travel motivation, 
destination choice of older 
Malaysians. 
Ritchie et al. (2010) Cycle tourists in 
Australia (564) 
Focus group+online 
survey 
Uses enduring involvement to 
segment cycle tourists into five 
clusters. 
Differences were found on travel 
motivations, travel behaviour, 
behaviour intentions, 
socio-demographics and cycling 
behaviour. 
Shi et al. (2010) International students 
at Hokkaido 
University in Japan 
(889) 
Quantitative analysis Investigation of travel behaviour of 
international students: a comparison 
between Chinese and non-Chinese 
students in Japan. 
(Source: the Author, 2013) 
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International Slow Food Members Vacation Preferences 
Survey Information 
 
I am currently undertaking research to study vacation preferences of Slow Food members. The 
study is being done as part of my program as a doctoral student at the University of Queensland, 
Australia. My research topic investigates Slow Food members and their vacation activity 
preferences. 
 
It would be greatly appreciated if you would be willing to spend 15 minutes to complete this 
questionnaire. Most of the questions involve clicking on a rating scale and none of the 
questions is particularly personal. Please note that completion of the questionnaire will be 
accepted as evidence of your consent to participate in this study. All your answers will remain 
completely confidential, information will be reported only for groups, and individuals will not be 
identified. You do not have to complete all items, but doing so would greatly help our 
understanding of your food and vacation experiences. The completed questionnaires will be 
analysed at The University of Queensland and reported in my PhD thesis. 
 
Please note that your participation is voluntary and you may withdraw at anytime without 
prejudice. You are welcome to discuss your participation in this study with the researcher (Ms. 
Kuan Lee, phone: 61 7 33811584 during business hours, or email: kuan.lee@uqconnect.edu.au), or 
her research principal supervisor (Assoc Prof Noel Scott, phone: 61 7 33467947, email: 
noel.scott@uq.edu.au), at the School of Tourism in The University of Queensland, Australia. If you 
would like to speak to an officer of the University not involved in the study, you may contact the 
Ethics Officer on phone: 61 7 33460753. 
 
Please choose the language of the questionnaire on the top-right corner of the screen. 
 
Thank you VERY MUCH for your time and help. Your assistance is extremely VALUABLE!! 
 
 
 
Kuan H. Lee 
PhD Candidate 
School of Tourism 
The University of Queensland 
Brisbane QLD 4072 Australia 
Tel: 61-7-3381-1584 
Fax: 61-7-3381-1012 
Email: kuan.lee@uqconnect.edu.au 
 
 
 
 
 
 
School of Tourism 
The University of Queensland 
Queensland, Australia 
 
Appendix J. Online Questionnaire 
(Slow Food members) 
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Before proceeding to the survey, please answer the following question: 
 
 Are you a member of a Slow Food organisation?            Yes   No  
 
 
 If the answer is Yes, please proceed to the next questions. If the answer is No, please go to next 
section. 
 
 
1. My Slow Food Convivium/Group is:______________________________________________ 
in the following Country:___________________________________________ 
 
2. How long have you been a member of a Slow Food organisation? 
  
Less than a year 
  
1 - 3 years 
  
4 - 8 years 
 
9 - 12 years 
 
More than 12 years 
 
 
 
 
 
 
Section A: Slow Food 
 
Please read the following statements and indicate the degree to which you agree/disagree with each 
statement by clicking on the button that best corresponds to your answer. 
 Strongly 
Disagree Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Agree 
Strongly 
Agree 
1. I find that a lot of my life is 
organised around Slow Food. 
       
2. Most of my friends are in some way 
connected with Slow Food. 
       
3. Slow Food offers me relaxation and 
fun when pressures build up. 
       
4. Slow Food is one of the most 
satisfying things I do. 
       
5. Slow Food is one of the most 
enjoyable things I do. 
       
6. I enjoy discussing Slow Food with 
my friends. 
       
7. I have little or no interest in Slow 
Food. 
       
8. Slow Food is very important to me.        
9. You can tell a lot about a person 
when you see them in the Slow 
Food organisation. 
       
10. Slow Food says a lot about who I 
am. 
       
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Section B: Shopping and Cooking 
 
Please read the following statements and indicate the degree to which you agree/disagree with each 
statement by clicking on the button that best corresponds to your answer. 
 Strongly 
Disagree Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Agree 
Strongly 
Agree 
1. I usually check labels on food 
products to decide which brand 
to buy. 
       
2. I do not see any reason to buy 
from small-scale producers.  
       
3. I enjoy shopping for food.        
4. I take pleasure in trying new 
foods. 
       
5. No matter what item, I always 
check the price. 
       
6. I always make a list before I go 
shopping to guide my purchases. 
       
7. I try not to purchase or consume 
products with artificial additives 
and preservatives. 
       
8. I compare prices of products to 
ensure I receive the best value 
for money. 
       
9. I often purchase food products 
from small-scale producers. 
       
10. Where possible I use organic 
products. 
       
11. Taste is the most important 
attribute of food. 
       
12. I choose fresh items over canned, 
frozen, or prepacked products. 
       
13. I enjoy spending time cooking.        
14. I am always looking for new 
recipes to try out. 
       
15. I frequently consume ready-to-eat 
foods. 
       
16. Everyone in the family shares in 
the preparation of meals, for 
example, cooking, setting the 
table, or washing up. 
       
17. I always plan meals in advance.        
18. It is a woman’s responsibility to 
plan and prepare meals. 
       
19. I often snack instead of having 
meals. 
       
20. I regularly meet friends for dinner.        
21. Being praised for my cooking 
increases my confidence. 
       
22. I usually consume foods that are 
familiar to me. 
       
23. Socialising with friends over a 
meal forms a significant part of 
my social life. 
       
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Section C: Travel 
 
Please read the following statements and indicate the degree to which you agree/disagree with each 
statement by clicking the button that best corresponds to your answer. 
 Strongly 
Disagree Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Agree 
Strongly 
Agree 
1. When I travel abroad, I prefer 
to be on a guided tour. 
       
2. The nicest vacation is one 
where I can just relax and do 
nothing. 
       
3. When I go on vacation, I look 
for adventure and an 
opportunity to escape from the 
ordinary. 
       
4. The best vacations are those 
that have a lot of nightlife. 
       
5. It is important that I stay at the 
best places when on vacation. 
       
6. I prefer to visit countries that 
have old monuments and other 
historical buildings. 
       
7. I always like to mix with the 
local people and experience the 
local customs. 
       
8. I most like to visit places that 
my friends have visited before 
me. 
       
9. One of the best parts of 
travelling is to visit new 
cultures and new ways of 
living. 
       
10. When I go on trip, I prefer to 
arrange my own sightseeing 
schedule and accommodation. 
       
11. Most of my friends come to me 
for advice on what foreign 
countries to visit. 
       
12. I like to visit places where I’ve 
been able to learn things that 
help me in education and/or 
business. 
       
13. I try to do many things when I 
am on vacation. 
       
14. I prefer to visit places where 
the people speak the same 
language. 
       
15. It is important that there is 
plenty to entertain the children 
at the places I go on vacation. 
       
16. I prefer to visit places with a 
large variety of activities and 
sights. 
       
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Section D: Activities 
 
Please read the following statements and indicate the degree to which you agree/disagree with each of the 
following statements while you are on a vacation trip. Please click on the button that best corresponds to 
your answer. 
If you are not able to rate an item because its importance varies from one vacation to the next, select 
‘Varies’. 
 
 Strongly 
Disagree Disagree 
Slightly 
Disagree 
Slightly 
Agree Agree 
Strongly 
Agree Varies 
1. I prefer staying in small/family owned 
hostels rather than big chain hotels. 
       
2. I like to stay in one destination as 
long as possible. 
       
3. I like to visit farmer/traditional 
markets in a destination. 
       
4. I like to join cooking classes on my 
trips if possible. 
       
5. I like to cook my own meals on my 
trips if possible. 
       
6. I like to try local street food in a 
destination. 
       
7. I do not eat local food of a 
destination; I prefer food that I am 
familiar with.  
       
8. I like to read recipes/menus in the 
destination. 
       
9. I like to buy cookbooks in the 
destination. 
       
10. I like to live like a local in the 
destination. 
       
11. I like to have flexibility in my 
itineraries. 
       
12. I like to enjoy a destination slowly.        
13. I like to join food events/festivals.        
14. I like to visit Slow City (Cittàslow) 
destinations. 
       
15. I like to buy local produces in the 
destination. 
       
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Section E: Demographic Information 
 
The following information will help to analyse the previous information and will only be used to calculate group 
averages. Please click-on or write-in an answer for each question. 
 
 
1. Please indicate which 
culture you most identify 
with 
 Italian  Australian  Argentinean 
  Canadian  UK  Irish 
  
 South African                  USA             Asian (Chinese)      
  
 Asian (Japanese)     
 
 Other, please 
specify:____________________ 
 
 
 Asian (Korean)  
 
 
    
2. Please indicate your 
gender 
 Female  Male 
 
 
 
 
 
 
3. Please indicate your age 
 under 18  18-29  30-39  40-49 50-59 
   60-69         70 or above     
 
 
      
    
4. How many children under 12 years are in your household?   
 0          1-2         3-4        5 or more 
 
 
 
5. Education  What is the highest level of education you have achieved? 
  
Primary 
School 
  
Secondary/High 
School 
 
College/University 
 
Graduate School or 
above 
 
 
 
 
6. Occupation  Which of the following categories currently applies to you? 
 Student  Self-employed (food-related business owner) 
 Academic  Self-employed (non food-related business owner)  
 Professional (food related)  Employee (food related) 
 Professional (non-food related)  Employee (non food-related) 
 Retired 
 Farmer/Producer      
 
Other, please specify___________________ 
  
7. Family Income  What is your household annual income? 
 less than USD 30,000  USD 30,001~50,000  USD 50,001~100,000  
 USD 100,001~150,000         USD 150,001~200,000     more than USD 200,000 
215 
 
   
 
8. Orchard/Herb Garden  Do you have an orchard/fruit/herb garden at home? 
 Yes  No 
 
 
9. Place of residence  Where are you living now?  
City/Region: __________________________ Country: ______________________________ 
   
 
10. Other comments: _______________________________________________________________________ 
 
 
 
F. Lucky Draw 
 
If you would like to enter the draw for a USD200 Digital Photo Frame, please enter your email address in the 
space provided. To ensure confidentiality, your email address will be stored separately from your survey 
responses. 
 
 
Email: _________________________________ 
 
 
Thank you VERY MUCH for completing this questionnaire!! 
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Food and Travel-related Preferences 
Survey Information 
 
I am currently undertaking research to study food and travel-related preferences. The study is being 
done as part of my program as a doctoral student at the University of Queensland, Australia.  
 
It would be greatly appreciated if you would be willing to spend 10 minutes to complete this 
questionnaire. Most of the questions involve ticking on a rating scale and none of the questions 
is particularly personal. Please note that completion of the questionnaire will be accepted as 
evidence of your consent to participate in this study. All your answers will remain completely 
confidential, information will be reported only for groups, and individuals will not be identified. 
You do not have to complete all items, but doing so would greatly help our understanding of your 
food and vacation experiences. The completed questionnaires will be analysed at The University of 
Queensland and reported in my PhD thesis. 
 
Please note that your participation is voluntary and you may withdraw at anytime without 
prejudice. You are welcome to discuss your participation in this study with the researcher (Ms. 
Kuan Lee, phone: 61 7 33811584 during business hours, or email: kuan.lee@uqconnect.edu.au), or 
her research principal supervisor (Assoc Prof Noel Scott, phone: 61 7 33467947, email: 
noel.scott@uq.edu.au), at the School of Tourism in The University of Queensland, Australia. If you 
would like to speak to an officer of the University not involved in the study, you may contact the 
Ethics Officer on phone: 61 7 33460753. 
 
 
Thank you VERY MUCH for your time and help. Your assistance is extremely VALUABLE!! 
 
 
 
 
Kuan H. Lee 
PhD Candidate 
School of Tourism 
The University of Queensland 
Brisbane QLD 4072 Australia 
Tel: 61-7-3381-1584 
Fax: 61-7-3381-1012 
Email: kuan.lee@uqconnect.edu.au 
 
 
 
 
 
 
 
School of Tourism 
The University of Queensland 
Queensland, Australia 
 
Appendix K. On-site Questionnaire 
(Non-Slow Food participants) 
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Shopping and Cooking 
 
Please read the following statements and indicate the degree to which you agree/disagree with each 
statement by ticking the box that best corresponds to your answer. 
 
 Strongly 
Disagree Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Agree 
Strongly 
Agree 
1. I usually check labels on food 
products to decide which brand to buy. 
       
2. I do not see any reason to buy from 
small-scale producers.  
       
3. I enjoy shopping for food.        
4. I take pleasure in trying new foods.        
5. No matter what item, I always check 
the price. 
       
6. I always make a list before I go 
shopping to guide my purchases. 
       
7. I try not to purchase or consume 
products with artificial additives and 
preservatives. 
       
8. I compare prices of products to ensure 
I receive the best value for money.        
9. I often purchase food products from 
small-scale producers. 
       
10. Where possible I use organic products.        
11. Taste is the most important attribute of 
food. 
       
12. I choose fresh items over canned, 
frozen, or prepacked products. 
       
13. I enjoy spending time cooking.        
14. I am always looking for new recipes to 
try out. 
       
15. I frequently consume ready-to-eat 
foods. 
       
16. Everyone in the family shares in the 
preparation of meals, for example, 
cooking, setting the table, or washing 
up. 
       
17. I always plan meals in advance.        
18. It is a woman’s responsibility to plan 
and prepare meals.        
19. I often snack instead of having meals.        
20. I regularly meet friends for dinner.        
21. Being praised for my cooking 
increases my confidence. 
       
22. I usually consume foods that are 
familiar to me. 
       
23. Socialising with friends over a meal 
forms a significant part of my social 
life. 
       
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Travel 
 
Please read the following statements and indicate the degree to which you agree/disagree with each 
statement by ticking the box that best corresponds to your answer. 
 
 Strongly 
Disagree Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Agree 
Strongly 
Agree 
1. When I travel abroad, I prefer to be 
on a guided tour. 
       
2. The nicest vacation is one where I 
can just relax and do nothing. 
       
3. When I go on vacation, I look for 
adventure and an opportunity to 
escape from the ordinary. 
       
4. The best vacations are those that 
have a lot of nightlife. 
       
5. It is important that I stay at the best 
places when on vacation. 
       
6. I prefer to visit countries that have 
old monuments and other historical 
buildings. 
       
7. I always like to mix with the local 
people and experience the local 
customs. 
       
8. I most like to visit places that my 
friends have visited before me. 
       
9. One of the best parts of travelling is 
to visit new cultures and new ways of 
living. 
       
10. When I go on trip, I prefer to arrange 
my own sightseeing schedule and 
accommodation. 
       
11. Most of my friends come to me for 
advice on what foreign countries to 
visit. 
       
12. I like to visit places where I’ve been 
able to learn things that help me in 
education and/or business. 
       
13. I try to do many things when I am on 
vacation. 
       
14. I prefer to visit places where the 
people speak the same language. 
       
15. It is important that there is plenty to 
entertain the children at the places I 
go on vacation. 
       
16. I prefer to visit places with a large 
variety of activities and sights. 
       
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Vacation Activities 
 
Please read the following statements and indicate the degree to which you agree/disagree with each of 
the following statements while you are on a vacation trip.  
 
 
 
 
 
 
 Strongly 
Disagree Disagree 
Slightly 
Disagree 
Slightly 
Agree Agree 
Strongly 
Agree Varies 
1. I prefer staying in small/family 
owned hostels rather than big chain 
hotels. 
       
2. I like to stay in one destination as 
long as possible. 
       
3. I like to visit farmer/traditional 
markets in a destination. 
       
4. I like to join cooking classes on my 
trips if possible. 
       
5. I like to cook my own meals on my 
trips if possible. 
       
6. I like to try local street food in a 
destination. 
       
7. I do not eat local food of a 
destination; I prefer food that I am 
familiar with.  
       
8. I like to read recipes/menus in the 
destination. 
       
9. I like to buy cookbooks in the 
destination. 
       
10. I like to live like a local in the 
destination. 
       
11. I like to have flexibility in my 
itineraries. 
       
12. I like to enjoy a destination slowly.        
13. I like to join food events/festivals.        
14. I like to visit Slow City (Cittàslow) 
destinations. 
       
15. I like to buy local produce in the 
destination. 
       
 
 
 
 
 
 
 
 
 
 
 
 
 
 
If you are not able to rate an 
item because its importance 
varies from one vacation to 
the next, select ‘Varies’. 
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Demographic Information 
 
The following information will help to analyse the previous information and will only be used to calculate 
group averages. 
 
1. Please indicate your gender  Female   Male 
 
 
 
 
2. Please indicate your age    under 18   18-29   30-39   40-49  50-59   60-69   70 or above 
    
3. How many children under 12 years are in your household?   0   1-2   3-4   5 or more 
 
4. Education  What is the highest level of education you have achieved? 
  
Primary School 
  
Secondary/High School 
  
College/University 
 
Graduate School or above 
 
5. Occupation  Which of the following categories currently applies to you? 
 Student  Self-employed (food-related business owner) 
 Academic  Self-employed (non food-related business owner)  
 Professional (food related)  Employee (food related) 
 Professional (non-food related)  Employee (non food-related)       
 Farmer/Producer  Retired 
 Unemployed  Other, please specify________________________ 
 
6. Family Income  What is your household annual income? 
 less than AUD 30,000  AUD 30,001~50,000 AUD 50,001~100,000  
AUD 100,001~150,000        AUD 150,001~200,000      more than AUD 200,000 
 
7. Orchard/Herb Garden  Do you have an orchard/fruit/herb garden at home?  Yes    No 
 
Please answer the following questions about the Slow Food movement (Again, these are to help us analyse 
the previous information and will not be used to promote the movement or recruit members). 
 
1. What is your current level of knowledge about the Slow Food movement?  
 Have never heard of it           Know a little       
 Have heard of it but don’t know much about it   Know quite a lot 
 
2. What is your current level of interest in the Slow Food movement? (Please tick the box that best represents 
your answer)  
 Not at all interested        Very interested 
 A little interested         I am already a member of a Slow Food organisation 
 Quite interested 
 
3. If you are already a member of a Slow Food organisation, how long have you been a member? 
  
Less than a year 
  
1 - 3 years 
  
4 - 8 years 
 
9 - 12 years 
 
More than 12 years 
 
 
Thank you VERY MUCH for completing this questionnaire!! 
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Appendix L. Ethical Clearance (QUAL) 
 
8
th
 June, 2011 
 
Ms. Kuan Lee 
s41855070 
kuan.lee@uqconnect.edu.au 
 
Dear Kuan,  
Subject: Re: Ethical Clearance  
 
I have examined your Application Form for Ethical Clearance for you study entitled: 
‘International slow food members’ vacation destination preference’. 
 
In regard to your application form, 
 
 You will conduct face-to-face interviews with 40 international slow food members who agree 
to be interviewed from Australia, Taiwan, Italy and Argentina. Both males and females who are 
aged between 18 and 70 years will be included in your sample. 
 
 Make sure that all people who you interview are 18 years and over.  
  
 I am pleased that you have emphasised on the information sheet that the respondents have the 
right to refuse to answer any questions asked, and may withdraw from the process altogether at 
any time without penalty if they so choose.  
 
 I am pleased that you emphasised on the consent form that you provided that participation is 
completely voluntary, and that their responses will be kept confidential and no names will be 
required. 
 You have also included in the consent form a section that has to be signed and dated by the 
interviewee that also gives permission for you to digitally record the interview.  Make sure 
that your respondents read the information sheet and sign the consent form before beginning 
the interview. 
 
I have also examined the questions that you intend to ask respondents and I am happy to inform you 
that there are no other ethical considerations that warrant further attention. I give you permission to 
proceed to collect data in consultation with your supervisors.   
 
Good luck with your data collection! 
 
 
 
Ian Patterson PhD 
Associate Professor, 
School of Tourism  
The University of Queensland 
St Lucia, Queensland 4072 
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Appendix M. Ethical Clearance (QUAN) 
 
 
 
10
th
 August, 2011 
 
 
Ms. Kuan Lee 
s41855070 
kuan.lee@uqconnect.edu.au 
 
 
 
Dear Kuan,  
Subject: Re: Ethical Clearance  
 
I have examined your Application Form for Ethical Clearance for you study entitled: 
‘International slow food members’ vacation destination preference’. 
 
In regard to your application form, 
 
 You will conduct an internet questionnaire survey using members of the Slow Food convivia 
and your respondents will be selected from around the world.  
  
 Please ensure that all members that complete the survey are aged 18 years and over.  
  
 I am pleased that you have emphasised on the information sheet that the respondents have the 
right to refuse to answer any questions asked, and may withdraw from the process altogether at 
any time without penalty if they so choose.  
 
 
I have also examined the questions that you intend to ask respondents and I am happy to inform you 
that there are no other ethical considerations that warrant further attention. I give you permission to 
proceed to collect data in consultation with your supervisors.   
 
Good luck with your data collection! 
 
 
 
Ian Patterson PhD 
Associate Professor, 
School of Tourism  
The University of Queensland 
St Lucia, Queensland 4072 
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Appendix N. Consent Form for Qualitative Interviews 
 
 
 
Informed Consent Form 
 
Project Title: International Slow Food members’ vacation destination preference 
 
Investigator: Kuan H. Lee (PhD Candidate) 
 
 
 This research has been approved by the School of Tourism, The University of Queensland, 
Australia. 
 
 I agree to take part in this research exploring my Slow Food membership experience and 
vacation destination preference as explained on the research information sheet. 
 
 I have read the research information sheet and understand the nature of the research and 
my role in it. 
 
 I understand that taking part in the survey is voluntary; I may withdraw from the study at 
any time without supplying a reason. 
 
 I understand the information I give will remain confidential to the researcher and her 
supervisors, and will be used mainly to be part of the researcher’s doctoral thesis. 
 
 I agree that any information gathered may be published in journals and magazines that my 
name and other personals’ details are NOT listed. 
 
 I agree the interview to be audio-recorded and understand that recording of my interview 
will be erased immediately after the researcher’s thesis is completed. 
 
 
CONSENT BY PARTICIPANT 
 
I agree to participate in the above research as an interviewee. I have read the research information 
sheet and understand that my participation is voluntary and I may withdraw from the study at any 
time without supplying a reason. 
 
 
_________________________________                         _______/_______/_______ 
Signature of the Participant           Date 
 
_________________________________                         _______/_______/_______ 
Signature of the Researcher           Date 
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Appendix O. Factor Analysis of Destination Activity Preferences with ‘Varies’ as Midpoint 
 
 
Table O.1. Principal Axis Factoring of DA Food-activities (‘varies’ as midpoint) 
Factor Items 
Factor Loading Cronbach’s 
alpha 1 2 
Factor 1: 
Engagement in 
food activities 
 
D9. I like to buy cookbooks in the destination. 
D4. I like to join cooking classes on my trips if 
possible. 
D15. I like to buy local produce in the 
destination. 
D8. I like to read recipes/menus in the 
destination. 
D5. I like to cook my own meals on my trips if 
possible. 
D13. I like to join food events/festivals. 
.735 
.600 
 
.568 
 
.522 
 
.449 
 
.419 
.125 
.132 
 
.186 
 
.299 
 
.257 
 
.010 
.729 
Factor 2: 
Savouring local 
flavours  
 
D7. I do not eat local food of a destination; I 
prefer food that I am familiar with.
a
 
D6. I like to try local street food in a destination. 
.034 
 
.227 
.701 
 
.490 
.545 
a. Item is reversed scored 
 
Kaiser-Meyer-Olkin (KMO) =.787 
Barlett’s Test of Sphericity χ2 (28)=752.823, p<.001 
 
 
 
 
Table O.2. Principal Axis Factoring of DA Travel-activities (‘varies’ as midpoint) 
Factor Items 
Factor 
Loading 
Cronbach’s 
alpha 
Factor 3: 
Immersion in the 
destination 
 
D14. I like to visit Slow City (Cittàslow) 
destinations. 
D3. I like to visit farmer/traditional markets in a 
destination. 
D10. I like to live like a local in the destination. 
D12. I like to enjoy a destination slowly. 
D11. I like to have flexibility in my itineraries. 
D1. I prefer staying in small/family owned 
hostels rather than big chain hotels. 
.627 
 
.582 
 
.588 
.567 
.465 
.476 
.711 
Kaiser-Meyer-Olkin (KMO) =.754 
Barlett’s Test of Sphericity χ2 (15)=528.060, p<.001 
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Appendix P. Results of Regression Analysis for Predicting Destination Activity Preferences 
Factors 
 
 
Table P.1. Stepwise regression analysis for predicting engagement in food activities 
Model Independent Variables Beta (ß) R
2
 Adj. R
2
 ∆ R2 ∆ F F 
1 Preference for buying quality food products .577 .333 .331 .333 158.524*** 158.524*** 
2 Preference for buying quality food products  
Commitment to food preparation 
.469 
.364 
.454 .450 .120 69.705*** 
 
131.293*** 
3 Preference for buying quality food products  
Commitment to food preparation  
Interest in new & local cultures 
.397 
.341 
.196 
.486 .481 .032 19.502*** 99.154*** 
Note. ***p<.001 
 
 
 
Table P.2. Stepwise regression analysis for predicting savouring local flavours 
Model Independent Variables Beta (ß) R
2
 Adj. R
2
 ∆ R2 ∆ F F 
1 Preference for familiarity & comfort -.453 .205 .203 .205 107.887*** 107.887*** 
2 Preference for familiarity & comfort  
Interest in new & local cultures 
-.373 
.340 
.314 
 
.311 .109 66.391*** 95.578*** 
3 Preference for familiarity & comfort  
Interest in new & local cultures  
Importance of socialising over a meal 
-.379 
.312 
.109 
.325 .321 .011 6.816** 66.879*** 
Note. **p<.01, ***p<.001 
 
 
 
Table P.3. Stepwise regression analysis for predicting immersion in the destination 
Model Independent Variables Beta (ß) R
2
 Adj. R
2
 ∆ R2 ∆ F F 
1 Preference for buying quality food products .635 .403 .400 .403 178.006*** 178.006*** 
2 Preference for buying quality food products 
Interest in new & local cultures 
.509 
.270 
.460 .456 .057 27.994*** 112.101*** 
3 Preference for buying quality food products 
Interest in new & local cultures  
Commitment to food preparation 
.458 
.260 
.162 
.483 .477 .023 11.693*** 81.670*** 
4 Preference for buying quality food products 
Interest in new & local cultures 
Commitment to food preparation 
Preference for familiarity & comfort  
.451 
.228 
.156 
-.123 
.497 .489 .014 7.148** 64.477*** 
Note. **p<.01, ***p<.001 
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Appendix Q. Comparison of TL factors between Schul & Crompton’s (1983) study and the 
present study 
 
 
Items 
Schul & Crompton This study 
Factor’s name 
Factor 
loading 
Factor’s name 
Factor 
loading 
C1. When I travel abroad, I prefer to be on a 
guided tour. 
Factor 5: Opinion 
leadership 
-.68 
Factor 1: Preference for 
familiarity & comfort 
.55 
C2. The nicest vacation is one where I can just 
relax and do nothing. 
Factor 2: Comfort 
.59 
Factor 1: Preference for 
familiarity & comfort 
.64 
C3. When I go on vacation, I look for 
adventure and an opportunity to escape 
from the ordinary. 
Factor 4: Activity 
.64 
Factor 3: Preference for 
activity & adventure 
 
.45 
C4. The best vacations are those that have a 
lot of nightlife. 
Factor 2: Comfort 
.43 
Factor 3: Preference for 
activity & adventure 
.48 
C5. It is important that I stay at the best places 
when on vacation. 
Factor 2: Comfort 
.76 
Factor 1: Preference for 
familiarity & comfort 
.50 
C6. I prefer to visit countries that have old 
monuments and other historical 
buildings. 
Factor 1: Cultural 
interest .64 
eliminated  
 
C7. I always like to mix with the local people 
and experience the local customs. 
Factor 1: Cultural 
interest 
.75 
Factor 2: Interest in 
new & local cultures 
.70 
C8. I most like to visit places that my friends 
have visited before me. 
Factor 3: 
Familiar/Convenience 
.54 
Factor 1: Preference for 
familiarity & comfort 
.60 
C9. One of the best parts of travelling is to 
visit new cultures and new ways of 
living. 
Factor 1: Cultural 
interest .79 
Factor 2: Interest in 
new & local cultures .84 
C10. When I go on trip, I prefer to arrange my 
own sightseeing schedule and 
accommodation. 
Factor 5: Opinion 
leadership .75 
eliminated 
 
C11. Most of my friends come to me for 
advice on what foreign countries to visit. 
Factor 6: 
Knowledge-seeker 
.85 
eliminated 
 
C12. I like to visit places where I’ve been able 
to learn things that help me in education 
and/or business. 
Factor 6: 
Knowledge-seeker .51 
eliminated 
 
C13. I try to do many things when I am on 
vacation. 
Factor 4: Activity 
.61 
Factor 3: Preference for 
activity & adventure 
.65 
C14. I prefer to visit places where the people 
speak the same language. 
Factor 3: 
Familiar/Convenience 
.69 
Factor 1: Preference for 
familiarity & comfort 
.45 
C15. It is important that there is plenty to 
entertain the children at the places I go 
on vacation. 
Factor 3: 
Familiar/Convenience .61 
eliminated 
 
C16. I prefer to visit places with a large 
variety of activities and sights. 
Factor 4: Activity 
.59 
Factor 3: Preference for 
activity & adventure 
.51 
 
 
 
 
 
 
